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Rough Proofs 


Capt. Donald MeMillen will talk 
on Arctie explorations before the 
Chicago Advertising Council Decem- 
ber 3. Advertisers already suffering 
from cold feet are warned not to 
attend. 

7 * ” 


The idea behind bread broadcast- 
ing, it seems, is in line with the 
Biblical promise about bread cast on 
the waters returning after many 
days, increased a hundred-fold. But 
nowadays advertisers are so impa- 
tient. 

* . + 


Mare Connelly, unaccompanied, is 
advertised as the author of “The 
Green Pastures,” now playing in 
Chicago. Somebody ought to call his 
attention to a modest Southerner 
named Roark Bradford. 


* * * 


Fred Feiker, now a Department 
of Commerce factotum, says that 
the present era marks the passing 
of the stuffed shirt. Anyway, a lot 
of people have had the stuffing 
knocked out of them. 


Gillette’s new advertising is going 
to make it tough for Mr. Newlywed, 
by showing young wives how un- 
lovely bristly husbands are. The old- 
timers probably won’t be interested. 


* * * 


It seems that Otis Carl Williams 
was first with that wheeze about 
the iceman and the maid, recently 
presented in RouGH Proors. Here’s 
his version: 

“Who has invented an electric re- 
frigerator that can hold a cook on 
its knee?” 

* 7 * 

“Periodicals are now accepting 
copy which no advertiser would 
have dared offer them six or seven 
years ago.” 

Add perils of poverty. 


* * * 


Ben Franklin, L. W. Giellerup re- 
ports, is now acknowledged as the 
father of American advertising. The 
Poor Richard Club has probably sus- 
pected this for a long time. 

* * * 


The office of John A. Drake, Chi- 
cago vice-president of Campbell- 
Ewald, is described as “palatial.” 
This must be the room where the 
customers are permitted to sign the 


contracts. 
* * 


Ernest C. Hastings says retailers 
are trying to do business without 
merchandise. That’s a good trick if 
you can do it. 

* * * 


The Bank of England has aban- 
doned the gold standard as the basis 
for the pound sterling. It’s a shame 
William Jennings Bryan isn’t around 
to read about this. 


» * * 


The Pullman Company is now sell- 
ing 50,000 upper berths a month to 
holders of lowers. Most of the pur- 
chasers are traveling salesmen, who 
figure this is one way to get out of 
the depression. 

* * ® 


The button-pushers, ADVERTISING 
AGE reports, boost the cost of sales 
by adding to overhead. However, a 
lot of button-pushers are now busily 
engaged in pushing door-bells in- 
stead. 


Copy Cus. 


MORE SAMPLING 
PERMITTED BY 
NEW A.B, RULE 


Paid Circulation Ratio Is 
Reduced 


New York, Sept. 24—More free- 
dom in the use of sample copies by 
member papers was extended at the 
September meeting of directors of 
the Audit Bureau of Circulations. 
The by-laws were amended to pro- 
vide that paid circulation of mem- 
ber papers shall equal 60 per cent 
of the total distribution instead of 
70 per cent, as heretofore. 

“Selling a publication on _ its 
merits alone, by sending a sample 
copy to prospective subscribers 
should be encouraged, rather than 
discouraged,” the board held. 

Another amendment provided that 
when a subscription offer involves 
the delivery of a newspaper free for 
a certain period, the full subscrip- 
tion price for the entire paid period 
must be collected before the free 
‘service begins in order that the 
copies provided during the free 
period may be included in paid cir- 
culation. 

Any free service given before the 
paid period begins shall be set up 
as samples. 

Felix Lowy, of the Colgate-Palm- 
olive-Peet Company, Chicago, was 
elected an A. B. C. director, succeed- 
ing the late M. F. Rigby. 

Papers elected and to be admitted 
to membership upon release of audit 
reports are as follows: 

Newspapers: Monterey (Calif.) 
Peninsula Herald, Carlisle (Pa.) 
Evening Sentinel, and Bethlehem 
(Pa.) Globe-Times. 

Magazine: System, New York. 

Publications which have qualified 
for membership since their recent 
election are: 

Newspapers: Mansfield (O.) Jour- 
nal, Fort Myers (Fla.) Press, New 
York Daily Investment News, Oska- 
loosa (Ia.) Daily Herald. 

Weekly: Afro-American, 
more. 

Magazines: Modern Magazine, 
New York; Real Detective, Chicago; 
John Martin’s Book—The Child’s 
Magazine, New York. 

Farm paper: Dairy Tribune, Mt. 
Morris, Ill. 

Business papers: West Coast 
Lumberman, Seattle; Airports, 
Flushing, L. I.; Home Utilities 
Salesman and Office Equipment 
Salesman, Chicago; Wood Working 
Industries, Jamestown, N. Y.; Amer- 
ican Artisan, Chicago; Building In- 
vestment, New York; Industrial and 
Engineering Chemistry, Washington, 
D. C. 

Resignations were accepted as fol- 
lows: 

Advertisers: American Radiator 
Co., New York; Buick Motor Co., 
Flint, Mich.; Guaranty Trust Co. of 
N. Y.; S. W. Straus & Co., New 
York; Jeffrey Mfg. Co., Columbus, O. 

Agencies: Reed G. Landis Co., 
Chicago; Dreschsler-Peard Co., Bal- 
timore; Reincke-Ellis Co., Chicago; 
Advertising Industries, Inc., Buffalo. 

Publishers: Warren (Pa.) Times- 
Mirror and Living Age, New York. 

J. A. Kirven, Columbus, O., a 
local advertiser, was elected to mem- 
bership, and duplicate service was 
extended to Albert Frank & Co. 


Balti- 


Convenience Good 


Five Cents a Copy, $1 a Year 


Placed on Sale in 


1,000 Pullman Cars 


Chicago, Sept. 24—The Pullman 
Company has entered the merchan- 
dising field on an experimental basis, 
having instituted the sale of nation- 
ally advertised convenience goods on 
100 trains. 


One Pullman on each train is 
equipped with a travel accessories 
display case, in which the merchan- 
dise available is shown in its original 
packages. While display is confined 
to one car per train, every car 
porter is equipped with a complete 
stock, from which he can fill orders 
promptly. 

The standard retail price is asked. 
Among the lines shown in the com- 
pany’s display case are Bicycle play- 
ing cards, Sealpackerchief, Dr. 
West’s tooth brush, Gainsborough 
powder puff, Pepsodent tooth paste, 
Wrigley’s chewing gum, Palmolive 
shaving cream, Bayer’s aspirin, Lis- 
terine, Paris Garters, Probak razors 
and blades, and other conveniences 
such as face powder, cold cream, 
eyelash brushes, mints, shoe strings, 
vaseline, taleum powder, combs and 
collar buttons. 


Broaden Experiment 


While James Keeley, vice-presi- 
dent in charge of publicity for the 
company, is non-committal as to the 
results to date, it is known that suffi- 
cient demand was encountered in 
initial tests to justify widening of 
the experiment. 

The Pullman Company has 7,500 
cars in active service. If ten persons 
occupy each car, the company’s 
facilities are enjoyed by 75,000 per- 
sons daily. These 75,000 are usually 
those in the higher income brackets, 
representing a preferred market. 

Mr. Keeley said that while the 
central idea is to make Pullman 
travel more attractive to the public, 
it is possible that the profit margin 
on convenience goods may become an 
item of importance in the annual 
report. 


SHOWING GOODS 


He indicated that results thus far 
are somewhat bewildering. Sales 
have not always been best on day 
trains, as might be supposed. The 
reaction has varied in different parts 
of the country. On the whole, the 


(Continued on Page 14) 


Last Minute News Flashes 


Open Special Office for New Account 


New York, Sept. 25.—Donahue, Coe & Mayer, Inc., will open an uptown 
office at 1790 Broadway to handle the million dollar account of the Fox 


Film Corporation and subsidiaries. 


Gillette Working on Day-to-Day Basis 


Boston, Mass., Sept. 25.—‘‘We are 


working on a day-to-day basis,” was 


the comment of J. J. Lambert, advertising manager of the Gillette Safety 
Razor Co., on the new copy, interjecting a strong feminine element into a 


nation-wide campaign. 


F. C. Hitch Leaves Standard Brands 


New York, Sept. 25.—F. C. Hitch has resigned as advertising manager 
of Standard Brands, Inc. He also surrenders the vice-presidency of the 


Royal Baking Powder Co. 


Hearst Vacates Book Publishing Field 


New York, Sept. 25.—The Cosmopolitan Book Corp., Hearst subsidiary, 
has been sold to Farrar & Rinehart, book publishers. 


“Detroit News” Cracks Rotogravure Record 
Detroit, Mich., Sept. 24.—Twelve hours after the big parade of the 
American Legion Wednesday, the Detroit News was on the street with a 
four-page rotogravure section picturing the spectacle. 


COAST MOVES TO 
EDUCATE BUYERS 
OF ADVERTISING 


Say Teamwork Will Reduce 
Production Costs 


Los Angeles, Cal., Sept. 24—As a 
result of the success of the Graphic 
Arts Educational Program, held this 
summer, the Pacific Graphic Arts 
Institute, Ltd., has been formed to 
continue the work. 


Permanent headquarters have been 
established in the Bendix Building 
and an elaborate educational pro- 
gram worked out. 


The original program was de- 
signed to “increase teamwork be- 
tween purchaser and producer for 
higher standards in the field of 
graphic arts.” This was accom- 
plished through lectures and shop 
demonstrations of the various proc- 
esses entering into the production 
of advertising. Over 750 advertis- 
ing men enrolled for the course. 


The new organization will forward 
this idea on a wider scale. Besides 
a basic educational program, com- 
prising exhibits visualizing every 
important graphic arts process, dis- 
cussions by qualified speakers, and 
actual demonstrations in the work 
shops of each craft, a Pacific Graphic 
Arts Salon, including a traveling 
exhibit of the most outstanding 
products of Western graphic arts, 
and a Pacific Graphic Arts Annual, 
will be established. 


Every Branch Covered 


The organization represents every 
branch of the graphic arts. Its offi- 
cers are: 


President, A. B. McCallister, 
Young & McCallister - Southwest 
Lithograph Company; chairman of 
the board, J. A. Hartman, House of 
Hartman; executive vice-president, 
Phil Battelle, Battelle Publishing 
Co.; vice-president, Elliott C. Hensel, 
Illustrated Daily News; secretary- 
treasurer, Ralph L. Garnier, Garnier 
Engraving Co.; educational director, 
Ellis G. Fulton, University of South- 
ern California. 


The directors are Edward A. 
Adams, advertising artist; H. C. 
Bersten, H. C. Bersten Advertising 
Agency; W. J. Brandenburg, Bryan 
& Brandenburg; W. Ballard Brown, 
Typographic Service Co.; Walter 
Burroughs, Union Lithographic Co.; 
Will Connell, pictorialist; Theodore 
Frase, Frase Electrotype Co.; How- 
ard F. Isham, Western Lithograph 
Co.; Stuart L. Klingelsmith, Ham- 
mel Advertising Co.; Henry Mayers, 
The Mayers Company, Inc.; W. D. 
Moriarity, University of Southern 
California; Gertrude B. Ranzoni, 
Service Typesetting Co.; Bert Rose, 
Bert Rose Co.; William A. Weber, 
Weber-McCrea Co.; C. R. Whistler, 
International Printing Ink Corp. 


Will Cover Cost 


Any interested firm, whether large 
or small, may join. Certificates of 
enrollment are issued to users and 
purchasers of graphic arts products, 
entitling them to attend the entire 
course of the Institute without cost, 
as guests of the plants sponsoring 
the program. The number of certifi- 
cates which each plant will distrib- 
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ute depends upon the size of its 
subscription. 

The movement will be extended to 
other cities on the Pacific Coast. 
Each community will have its own 
board of directors, and will also be 
represented on the directorate of the 
parent organization. 

Among the benefits listed are: 

Buyers of graphic arts products 
may obtain in five months informa- 
tion which would otherwise take 
them years to gather. 

Producers of graphic arts will ob- 
tain better co-operation because of 
buyers’ increased knowledge of pro- 
duction. Advertising as a whole will 
benefit through increased under- 
standing between interested parties. 


Joins Sears-Roebuck 
E. C. Kinsloe has been appointed 
district advertising manager of 
Sears, Roebuck & Co., San Antonio, 
Texas, coming from the Rogers-Gano 
Advertising Agency, Houston. 


Operation Is Fatal 
A. D. Roberds, 65, publisher of the 
Havana (Cuba) Evening News, and 
dean of the American newspaper 
colony at Havana, died last Sunday 
following the amputation of a leg. 


Farm Paper to Move 
Wisconsin Agriculturist and 
Farmer, Milwaukee, will move to 


the Lockwood-Thompson Building. 


NEYOGI SELLS 
FIVE PAPERS 


New York, Sept. 
Corporation, which 
the publications of 
Journals, Inc., and 
sold five of them this week. 

Diesel Power and Motorship were 
purchased by Business Journals, 
Inc., a new company at 192 Lexing- 
ton avenue, headed by E. J. Rosen- 
crans, formerly treasurer of Na- 
tional Trade Journals. 

It was also announced that David 
and Frank Meyers, owners of the 
Meyers Publications, publishers of 
National Laundry Journal, have pur- 
chased Fishing Gazette and Canning 
Age, and moved them to the Meyers 
offices at 461 Eighth Avenue. 

Butchers Advocate was taken over 
by the Roy Press, 63 Beekman 
Street, which has printed the paper 
for some time. 

Motor Boat has not as yet been 
disposed of by the Neyoci Corpora- 
tion. 

National Specialty Salesman is 
expected to continue publication 
from Chicago under its present man- 
agement. 


24—The Neyoci 
recently bought 
National Trade 


its subsidiaries, 


TRANSFERS 


George F. Hartford 


Mr. Hartford has been appointed 
local advertising manager of the 
Chicago Daily News and has been 
succeeded as advertising director of 
the Chicago Herald and Examiner 
by Walter Merrill. 

Guy T. Viskniski, late of the 
Hearst organization, has joined the 
Chicago Daily News temporarily to 
make a survey. 
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[ A BARGAIN for 


NATIONAL ADVERTISERS 


The Western Home Monthly Bonus 


Circulation through National Development 


RACTICALLY every second urban home in Western 


REGULAR DEPARTMENTS 
IN ADDITION TO FICTION 
AND SPECIAL ARTICLES, 
INCLUDE THE 
FOLLOWING FEATURES: 


Home Furnishings — by Katherine M. 
Caldwell. 


Better Cookery — by Gertrude Dutton. 
Architectural and Home Planning — by 
V. W. Horwood 
Dollars and Cents — a department for 
usiness men. 
Looe Information. 
Fashions. 


Children's Cong Saw — by Bobbie 
The Young Man and His Problem — by 
H.J.R 


ussell. 
Sitting i i ilosoph 
ng in wi er. 
What the World is Saying. 
Children's Cut Out Page. 
i by Jerome Carver — a 
otion Department. 


Subscription Price $1.00 per Year 


Every member of the family finds interest, 
information and good cheer in its pages. 


EASTERN OFFICE: 415 TORONTO HARBOUR COMMISSION BLDG., TORONTO CANADA 


Canada subscribes to Th 


e Western Home Monthly. The 


estern Home Monthly now guarantees a circulation of 


80,000 in Eastern Canada 


by October, 1932. The reports 


of the Audit Bureau of Circulations will verify the facts and 


figures. 


And for this extra circulation — National Advertisers contracting for 


space on bona fide Winter and 
extra cent — if they Contract for 


Spring schedules, will pay not one 
co on or Before September 30. 


Contracts received on and after October 1, 1931 will be subject to 


the new rates and will be acce 
rates applicable to the periods i 


This is an paar 
It is part of «The Mon 
solidly established in the West, now 


pted ona split rate basis bearing the 
in which space is used. 


to every advertiser with national distribution in Canada. 
ly's» campaign of Expansion. The W 


estern Home Monthly, 
comes East — backed by a proved superior 


reader-interest and a tested advertising influence second to none in the Dominion. 
To advertisers placing contracts after October 1, 1931, the rates will te as follows: 


The New National Advertising Rates 


Date Effective 
October 1, 1931. 


" . Aeererrr 


Circulation Guarantee 


Rate per Line 


(Being the present rate without change) ‘, 


Consult Your Advertising Agency at 
Once, or Write the Publishers Direct. 


HE WESTERN 


ME MONTHLY 


PUBLISHED AT WINNIPEG 


WESTERN OFFICE: 713 HEARST BUILDING, SAN FRANCISCO, CALIF. 


* CANADA'S GREATEST MAGAZINE » 


SUPER - SERVICE 
IS DEPLORED AT 
BAKERY MEETING 


Association Calls It Obstacle 
to Progress 


Chicago, Sept. 23—The American 
Bakers’ Association heard Lloyd 
Bailee of the New York office of 
the J. Walter Thompson Company 
define sound service policies, R. F. 
Lovett, manager of the sales re- 
search department, Procter & Gam- 
ble Distributing Company, Cincinnati, 
tell why salsmen should be trained 
on the job, and Volney R. Osha, of 
Spaulding Bakeries, Inc., Bingham- 
ton, N. Y., describe ideas that work. 

President Henry Stude advised the 
industry to throw off the burden of 
super-service, likening it to a “pride 
tax” and declaring it an obstacle to 
progress. He deplored the drift 
toward standardization and urged 
members to make their products 
unique. 

Marjorie Child Husted, the “Betty 
Crocker” of General Mills, Inc., 
Minneapolis, told the bakers their 
cake and cookie business would ex- 
pand only when they give house- 
wives as good a product as they can 
bake themselves. 


Appeal to Doctors 


Alarmed. because per capita con- 
sumption of wheat is only 4.2 bush- 
els per year, compared to the pre- 
war figure of 5.4, the industry has 
begun a small co-operative cam- 
paign in the Journal of the Amer- 
ican Medical Association in an effort 
to enlist doctors’ co-operation in 
combating food fads. 


Mr. Bailee said the tendency to 
cut down on service might lead to 
too little and suggested use of a 
ledger in which to record service 
credits and debits as the first step 
in determining what to retain. 


Properly trained new salesmen 
are better producers than re-trained 
old salesmen, Mr. Lovett said. 


In eight months following the 
initiation of training in the field, un- 
trained men sold 1.03 per cent over 
quotas, the re-trained experienced 
men, 2.41 per cent, and the new 
trained men, 3.28 per cent. 


The salient feature of the Procter 
& Gamble method is the transferring 
of the sales supervisor from the 
office to the field. This change did 
not increase sales training costs, 
which remained at about $400. He 
summarized the advantages as fol- 
lows: 

The time required te develop men 
into producers is cut from six to 
three months. 

Average length of service of sales- 
men increased 21 per cent. The com- 
pany estimates $1,000 as its average 
investment in salesmen. 

Aside from newspaper campaigns 
proving that an advertised bread 
costing 20 per cent more will outsell 
a non-advertised product in any mar- 
ket served by more than two bakers, 
the most successful sales promotion 
of the year reported to Mr. Osha 


‘ Was an eastern baker’s revival of the 


cookie jar. 

At 98 cents for the jar and two 
dozen cookies, the promoter obtained 
‘his regular margin of profit on both 
items, while the presence of the 
cookie jar in the home increased sub- 
sequent sales 30 per cent in four 
months. 

Shelf paper, the overhanging por- 
tion of which depicted sandwich sug- 
gestions, as well as the product ad- 
vertised, was accepted by many 
stores refusing other point of pur- 
chase advertising. 

Plant tours for school children 
proved to be one baker’s tonic. He 
furnishes a bus and gives each pupil 
a group photograph taken in the 
plant. The teachers receive a framed 
enlargement to be hung on the class 
room wall. Parents show their ap- 
preciation with letters and purchases 
of the baker’s product. 


Britain Will Be 
Poorer Market 


Washington, D. C., Sept. 24 
—Basing its opinion on the 
fact that a dollar will buy 
more pounds than heretofore, 
the London office of the De- 
partment of Commerce has ad- 
vised it that Great Britain’s 
temporary abandonment of the 
gold standard will make it a 
better place to buy, but a 
poorer one to sell, 


Pettinger Is 
Back in Field 
with New Agency 


Indianapolis, Sept. 24—A new ad- 
vertising agency, Midland Company, 
Inc., has been organized here. Ber- 
gen LaGrange is president and treas- 
urer, Gladys LaGrange vice-presi- 
dent and Charles J. Pettinger secre- 
tary. It has offices in the Century 
building. 

Mr. LaGrange has had wide ad- 
vertising and printing experience. 
For several years he has devoted 
most of his attention to the print- 
ing business. 

Mr. Pettinger was executive vice- 
president and sales manager of the 
Millis Advertising Company, which 
specialized in national co-operative 
advertising. 

He conducted the sales campaigns 
on which were based the co-opera- 
tive programs of retail furniture 
dealers, florists, laundryowners, 
macaroni manufacturers and other 
industrial groups with which the 
Millis company had contracts, and in 
that work he acquired an unusually 
wide national acquaintance. About 
a year ago he sold his interest in the 
company to Fred Millis, its presi- 
dent, and with his wife and daughter 
made a European tour. 

The new agency starts with some 
good local accounts and excellent 
prospects for others, Mr. Pettinger 
said. 


Boston Club Adds 


Eleven New Members 

Wm. W. Warner, director of co- 
overative broadcasts for the Bay 
State Broadcasting Corp., has been 
elected to the Advertising Club of 
Boston, other new members being: 

Page Browne, The American 
Weekly; Richard D. Northrup, R 
D. Northrup Co.; George E. Rich- 
ards and George A. Young, Boston 
Herald Traveler; H. Lyman Ames, 
vice-pres., Dorrance Kenyon Co.; 
Edgar Pinto, general manager, Sal- 
ada Tea Co.; 

Frank W. Prescott, N. E. adver- 
tising manager, Great Atlantic & 
Pacific Tea Co.; Sidnia B. Orton, 
advertising manager, Leopold Morse 


o.: Gertrude C. L. Whitney, copy- 
writer; John E. Spencer, Folsom 
Engraving Co. 

Riblet and Murphey 


New Radio Agency 

Riblet and Murphey have taken 
offices at 333 N. Michigan Avenue, 
Chicago, to specialize in radio ad- 
vertising. Carl Riblet is president; 
Douglas J. Murphey, vice-president 
and treasurer, and Francis E. Bren- 
nan, art director. 

Mr. Riblet was in charge of radio 
publicity for the J. Walter Thomp- 
son Company. Mr. Murphey has 
been assistant advertising manager 
of Wilson Brothers, Chicago. 


Carlyle Emery with 
Bureau of Broadcasting 


Carlyle Emery, former president 
of the Emery Advertising Co., St. 
Louis, has been appointed St. Louis 
district manager for the Bureau of 
Broadcasting, Chicago, producers of 
spot programs. 

Mr. Emery will be assisted by 
Fred Butterfield, also of St. Louis. 
The former produced “The Village 
Rhymester,” “The What Would You 
Do Sketch Book,” and “The Twinkle 
Friendship Club for Children.” 


Issue Radio Licenses 
Quebec has issued 99,991 radio 
licenses and Ontario 229,851, the 
tota! for Canada thus far being 
466,851, with an estimated 700,000 
by the end of the year. 
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HAMMOND ADDS 
TO ADVERTISING 
FOR CHRISTMAS 


Chicago, Sept. 24—With its spring 
and summer campaign necessitating 
double factory shifts, the Hammond 
Clock Company will speed up in its 
pre-Christmas advertising of elec- 
tric clocks for the home. 

The approved program submitted 
by the Glen Buck Company calls for 
one and two-page advertisements in 
Life, Vanity Fair, Collier’s, Good 
Housekeeping, McCall’s, The Satur- 
day Evenirg Post and Vogue. 

The copy will depend for distinc- 
tion and continuity on layouts which 
dramatize the second hand. It was 
taken as a foundation because it is 
the most interesting moving part to 
every clock buyer, because it is pres- 
ent on all Hammond models, and 
because it is the visible means by 
which minutes are positively meas- 
ured, suggesting the accuracy of the 
Hammond clock. 


Time Never Waits 


The layouts consist of a circular 
illustration picturing the importance 
of correct time, enclosed in a border 
design inspired by the dial of a 
clock. An elongated second hand, 
two or three times the relative size 
of the dial border, projects through 
the illustration and adjoining white 
space to point to an illustration of 
the product. 

Illustrations stress the importance 
of correct time with such scenes as 
a football player throwing a forward 
pass, a symphony orchestra in ac- 
tion, and a young women dressed for 
the evening gazing impatiently at a 
mantel clock reading three minutes 
past eight o’clock. 

The design of the dial and elon- 
gated second hand which appears in 
the advertising also dominates newly 
designed packages, window displays, 
shipping cartons, and dealer and 
consumer literature. 


Magazine to Start 


‘School Management” 

The Parents’ Magazine, New 
York, will begin publication of 
School Management from 114 East 
32nd St., New York, in January, 
1932. 

Earle R. MacAusland, advertising 
director of the Parents’ Magazine, 
will be in charge of advertising for 
the new paper. F. O. Dunning, Jr., 
formerly with American School 
Board Journal, will be Eastern ad- 
vertising manager. 

Blanchard-Nichols-Coleman and 
Johnston will represent the paper in 
the Middle West, and Blanchard- 
Nichols-Coleman in the West. 


Writes Autobiography 
Ed A. Fry, editor and publisher of 
Nebraska newspapers for 60 years, 
will shortly publish “Reminiscences 
of 60 Years of Newspaper Life in 
the Middle West.” 


Promote Miss Voorhis 
Mildred Van Voorhis has been 
elected a director and vice-presi- 
dent of Youngs Advertising Agency, 
San Francisco. 


Vaughan Advanced 
Wm. E. Vaughan has been ap- 
pointed sales manager of the Field- 


| Company. 
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Coca-Cola May ] 
Use Premiums 


for Children 


Atlanta, Ga., Sept. 24—Contrary 
to its former policy, a plan of offer- 
ing as a premium a toy replica of 
the Coca-Cola truck to children for a 
certain number of Coca-Cola crowns 
and a small price has been placed 
for consideration before its bottlers 
by the Coca-Cola Company. 

The policy of the company does 
not include a force of salesmen. 
Truck drivers are trained as serv- 
ice men and can clean and run a 
soda fountain as well as deliver and 
take orders for the product. 

In harmony with this idea of well 
trained employes instead of a large 
force of salesmen there has never 
been an attempt to win the attention 
of the public with free prizes with 
purchases. 

The proposed toys will be 15 
inches long and so strongly con- 
structed that a man can stand upon 
them without crushing them. They 
will be painted in exact imitation of 
the big truck. 

The cost of manufacture will al- 
low a small profit to the Coca-Cola 
The premium idea has 
only been attempted once in the 
name of the Coca-Cola Company, 
and that unofficially. 

The experiment proved so _ suc- 
cessful in that case that other mer- 
chants in the town where the local 
bottler offered premiums protested 
to the company. If the proposed 
plan goes into effect it will mean a 
new attempt in a new field to make 
the people Coca-Cola conscious from 
childhood. 


Magnetic Account to 


Milwaukee Agency 

The Magnetic Mfg. Co., Milwau- 
kee, manufacturer of Magnetic 
separators, clutches, and_ similar 
equipment, has placed its advertis- 
ing account with Freeze-Vogel- 
Crawford, Inc., Milwaukee. 

E. F. Zeisig has returned to this 
agency as account executive after a 
year in the Milwaukee office of the 
Dunham, Younggreen, Lesan Com- 
pany. 


Made Chairman of 


Refrigeration Board 


Morris E. Jacobs, of Bozell & 
Jacobs, Omaha advertising agency, 
has been appointed chairman of the 
planning board of the Bureau of 
Electric Refrigeration. 

Complete direction of the nation- 
wide campaign is now centered in 


Ernst Envelope Co., San Francisco. 


11 MAGAZINES — 
PRINT IN CANADA’ 


New York, Sept. 24—At least 27 | 
United States magazines will be | 
published in Canada as a result of 
the tariff imposed by that country. 
The majority will make a new bid | 


making it the same as in the United 
States. 

The list includes four of the 11 
magazines of the Newsstand Group 
published by Clayton Magazines, Inc. 
—Ace High, Clues, Cowboy Stories 
and Ranch Romances; four of the 
nine magazines of the Dell Fiction 
Group published by the Dell Pub- 
| lishing Company — War Bird, War 
Aces, War Stories and Sweetheart 
Stories; the two magazines of 
Doubleday Doran Fiction Group— 
Short Stories and West; and five of 
the 10 publications of the Fiction 
House Group—Aces, Action Stories, 
Fight Stories, Lariat Story Maga- 
zine and Wings. 

Others in Canada 


The Family Journal, published by 
the American News Company, will 
also be published in Canada. 

Street & Smith will publish West- 
ern Story Magazine, Love Story 
Magazine and Complete Story Mag- 
azine in Canada. 

Six of the Macfadden Publications 
will also be published in Canada. 
They are True Story, True Ro- 
mances, True Detective Mysteries, 
Master Detective, True Experiences 
and Dream World. A Canadian com- 
pany has been incorporated and E. 
R. Lumsden appointed associate edi- 
tor for Canada. H. B. Cowan, Jr., 
has been appointed Toronto man- 
ager. 

The Frank A. Munsey Company 
will issue two of the Munsey Special 
Combination Group in Canada— 
Argosy and Detective Fiction 
Weekly. 

Financial and commercial houses, 
as well as most publishers, are add- 
ing a clause to their contracts that 
all payments from Canadian firms 
must be made in United States 
paper. 


Spot Program for 


Maxwell House Coffee 
A spot broadcast over 20 stations 
will supplement the regular weekly 
broadcast for Maxwell House Coffee. 
The new program, the Maxwell 
House Tune Blenders, will be heard 
twice weekly, beginning Sept. 28. 
Erwin, Wasey & Co., New York, 
are in charge. 


Joins Danielson 

John T. Walker, Jr., former ad- 
vertising director of The Farm 
Journal and more recently with the 
New England office of the Conde 
Nast Publications, has become a 
sales executive with Danielson & 
Son, Providence agency. 


Pick Gotham Agency 
The Gotham Advertising Co., New 
York, has been appointed by the 
un Electric Heater Corp., New 
ork. 


Ice Law Void 

The Colorado law limiting the 
number of persons who may engage 
in a ice business has been held 
void. 


Cushing Promoted 
George Cushing has been ap- 
pointed manager of the Detroit office 


Omaha. 


of Cosmopolitan. 


LUCKY STRIKE EXPLAINS NEW PACKAGE 


wrapper that 


The only cellophane 


OPENS EASILY 
“Just tear off the Tab” 
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TWIN TABS 
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AND FLIP OFF 
THE OTHER 


4 HOLD ONE TAB 
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OPEN PACK IN 
REGULAR WAY 
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Supplementing advertising in 1,700 newspapers, the American Tobacco Co. explained 
its new “Lucky Tab” with a card enclosed in every carton. The copy will appear twice a 


week for ten weeks. 
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ment? Do you think anybody subscribes to any mag- 


azine because he loves the management? They sub- 


scribe because they expect us to deliver month in and 


ist 


month out. If we don’t, we find ourselves out in the 


31st 


alley, suffering from sundry contusions. We haven't 


wim te 


any long-termed ‘‘subs’’to make them stick. In essence 


2031 A. D. 


we sell those granite-hearted architects every month. 
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Either we're good or we’re bounced. We don’t want 


q 


to suggest anything to you, but if you want to sell 


alongside of editorial alertness—are we stopping you? 


GO 


ARCHITECTURE 


THE CREAM OF THE ARC HUIER TS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 
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WagelMaintenance and Buying Power 


The debate between the steel com- 
panies and the labor union advo- 
cates, as the result of the 10 per 
cent wage reduction put into effect 
by the leading steel manufacturers, 
is interesting to advertising men 
because of the references to buying 
power and prosperity. 

The American Federation of Labor 
takes the position which has been 
popular in some groups in the ad- 
vertising field, that prosperity is the 
result of high wages, which insure 
buying power and therefore sus- 
tain the market for products of gen- 
eral consumption. This is an opinion 
with which most economists and 
bankers are in hearty disagreement, 
believing real wages are more im- 
portant than dollar wages, and that 
employment is more important than 
the rate of pay. 

It seems to us clear that there is 
a difference between wage rates and 
buying power. If a man worked 
only one day a week, his buying 
power would be greatly reduced, 
even if his rate of pay were just as 
high as ever. The present discus- 
sion does not take into account regu- 
larity and stabilization of employ- 
ment, and hence the total earnings 
of the employe, but only the rate at 
which he is paid. This is relatively 
unimportant. 

The White House, which has stood 
for wage maintenance since the be- 
ginning of the depression, is now 
quoted as saying the administration 
is chiefly interested in maintaining 
the standard of living. The cost of 
living has gone down, according to 
the accepted indices, as well as in 
the actual experience of most con- 
sumers, so that the man who has 
regularity of employment, even at 
a lower rate of pay, is as well paid 
in real wages as ever, and certainly 
has far more buying power than the 


man whose wage rate is still at the 
peak, but whose employment has 
been greatly reduced. 

Advertisers are obviously con- 
cerned with maintenance of buying 
power, and are in favor of high 
wages when these are possible. But 
it seems illogical to insist on the 
maintenance of high wage rates 
when a reduction in the cost of labor 
may be required to enable the manu- 
facturer to reduce his costs and 
hence to maintain production on a 
reasonable basis. It may be putting 
the cart before the horse to insist 
that industry pay more than the cost 
which is necessary to permit it to 
sell its products. 

A good example of what happens 
when wages are maintained at an 
artificially high level is found in the 
building industry, where wages are 
more than twice as high as they 
were 15 years ago. One of the rea- 
sons for the decline in building may 
be the difficulty of persuading in- 
vestors that the high cost of build- 
ing is justified. 

Building material prices have come 
down, but building labor costs have 
stayed up. From the standpoint of 
the manufacturer with something to 
sell to building trades workers as 
consumers, they would represent a 
more satisfactory market if they 
were paid at a somewhat lower rate 
and worked more hours every week. 

If we are in an era of declining 
commodity prices, as the economists 
believe, it seems inevitable that 
rates of payment for labor must be 
reduced. White-collar workers have 
already taken their reductions, and 
while the strong labor unions may 
prevent reductions in certain indus- 
tries, it will be at the expense of 
regular employment, and hence will 
involve a reduction in the buying 
power of the workers. 


Why Not Tell the Trade? 


A well-known manufacturer has 
started a vigorous advertising cam- 
paign in which he is presenting a 
new and interesting line of products. 
He is using big space in newspapers 
and magazines, and is employing 
other methods of getting his story 
across to the consumer. It is noted, 
however, that in most of his adver- 
tisements, written for and directed 
to consumers of the goods, he uses 
some space to talk to prospective 
dealers and distributors, explaining 
the proposition and detailing mer- 
chandising aids which he is prepared 
to supply. 

Advertising of this kind seems to 
be particularly out of place in a con- 
sumer medium, because the user is 
not interested in the merchandising 
aspects of the manufacturer’s busi- 
ness, or whether or not the retailer 
makes a small or a large profit. It 
is using up valuable space, which 
could be used to sell the consumer, 
to try to talk to the dealer, when 
the latter can be reached not only 
more effectively but more econom- 
ically through his trade publications. 

Few general mediums claim to be 


successful trade papers, because the 
story for the trade differs so widely 
from that which should be told to 
the consumer. It is far better to ex- 
plain and interpret the product and 
the campaign to the merchant in a 
purely trade message than to try to 
make it the postscript to a message 
to the general consumer. 

And it is a waste of valuable dol- 
lars to use high-priced consumer 
publication space to tell a story in- 
tended for the retailer or jobber 
when the latter can be reached to 
far better advantage in the me- 
diums which he reads for just such 
information. 

The national advertiser or his 
agent may feel that he can not do 
a good job in merchandising the 
campaign or in locating new dealers 
through trade mediums alone. If 
this is the case, he can use direct 
mail to supplement the business pub- 
lications, as so many advertisers do. 
The cost of a trade campaign is only 
a fraction of the requirements for 
general consumer advertising, but 
because it is worth doing well it 
should not be included in the latter. 


Infotmation| 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


298. The Need for Market Research 
as Seen in the Current Trade 
Press. 

Walter Mann & Staff, market re- 
search specialists, allow the adver- 
tising papers to tell most of their 
story for them in this interesting 
booklet. Some stories of successes 
based on adequate research are re- 
lated. But it is also pointed out that 
testing is not as easy as it looks, 
and that a test that lies is worse 
than none at all. 


299. Facts About Westinghouse Ra- 
dio Station KDKA. 

This is a discussion of radio ad- 
vertising in general and the Pitts- 
burgh market in particular. “For 
the first time in broadgast advertis- 
ing,” says the booklet, “it is now 
possible to determine for an average 
day during any given month the size 
of the audience of a radio station.” 
The KDKA yardstick is described 
in detail. 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 
goods every year. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


277. The Review of Reviews in 
Atlanta. : 


This is the second of a series of 
analyses of readers of Review of 
Reviews, the first covering Youngs- 
town, O. A credit company handling 
7,000,000 reports annually surveyed 
the entire Atlanta subscription list, 
then submitting the findings to 
certified public accountants for 
verification. The report, issued as 
“A Market Audit of Circulation” 
shows the high standing and affiu- 
ence of readers. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 

This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


DRAWBACK OF RADIO 


—Judge 
“Sh—don’t say it. Remember, this is the Children’s Hour.” 


Voice of the Advertiser 


Writing “Out Where 
the Sale Begins” 
To the Editor: In a book which I 
am now engaged in preparing under 
title of “Out Where the Sale Begins” 
I should like to quote the following 
from your issue of October 4, 1930: 
The article by E. H. Westland, of 
Montgomery Ward & Company, and 
your editorial “Can Retail Selling 

Become Automatic?” 
RANDOLPH BRANNER 

Glen Ellyn, Il. 


* * * 


Complete Census Figures 

To the Editor: I would greatly 
appreciate a duplicate copy of your 
Sept. 5 issue. 

I am anxious to supply our mer- 
chandising department with the to- 
tals for the United States Census of 
Distribution, as reported on Page 9 
of that issue. 


W. J. SHINE 
Media Dept., Geyer Co., 
Dayton, O. 
ae * a 


Chain Keeps Farmers, 
Consumers Happy 

To the Editor: You may find the 
enclosed proofs of interest. They 
are part of a special campaign in 
newspapers by First National Stores 
Inc. on milk, whereby special em- 
phasis is given to the relationship 
between First National Stores and 
a group of 1,300 Vermont and New 
Hampshire dairymen. 

The plan of co-operation between 
the chain stores and the milk pro- 
ducers has received considerable 
comment from the press. One Ver- 
mont editor caught the spirit of it 
all so well in an editorial that we 
reproduced facsimiles of his editorial. 

These 1,300 producers have re- 
ceived an average of 15 per cent 
more for their milk from the chain 
stores than other producers have re- 
ceived and consumers have been 
able to buy the high quality product 
cheaper by about 20 per cent. 

J. MARSHALL DUANE 
Adv. Director, First National 
Stores Inc., Somerville, Mass. 


*- * 


Alexander Again 


Conquers the World 

To the Editor: While interview- 
ing a buyer of one of the largest 
merchandising companies in _ the 
world, our sales manager, W. H. 
Alexander, held in his hand a copy 
of Sept. 12 ADVERTISING AGE, that he 


had been reading while awaiting the 
interview. 

Glancing at the front page head- 
lines, the buyer was immediately in- 
terested and asked where he might 
secure it for regular reading. 


Result: Please enter a subscrip- 
tion for one year for Mr. J. B. Met- 
zenberg, care of Sears, Roebuck & 
Co., Chicago. 

L. J. ANDERSON 
Adv. Mgr., Kaempfer’s, Chicago 


* * * 


Deserves Tribute 


To the Editor: Your editorial 
about Earnest Elmo Calkins is a fine 
tribute to him, and also very credit- 
able to the author. Mr. Calkins has 
been very influential in raising the 
standards of advertising, and well 
deserves the fine tribute that you 
have paid him. 

FRANK M. COMRIE 
Frank M. Comrie Co., Chicago 


* * * 


Radio Advertising 
Telephone Experiment 


To the Editor: In your issue of 
September 12 under “Telephone 
Company to Use Broadcasting” you 
state that the American Telephone 
& Telegraph Company, New York, 
will inaugurate a coast - to - coast 
weekly radio campaign, using the 
Columbia Broadcasting System for 
the East and the National Broad- 
casting Company for the West. 
The programs, to originate in Chi- 
cago, will start September 13. 

The American Telephone & Tele- 
graph Company has asked me to 
straighten you out. 

The facts are that four eastern 
Bell Telephone Companies, namely: 
New York Telephone Company, New 
Jersey Bell Telephone Company, Bell 
Telephone Company of Pennsyl- 
vania, and Chesapeake & Potomac 
Telephone Company are broadcast- 
ing over the Columbia Broadcasting 
System, using stations covered by 
the territories of these respective 
Bell Companies a series of half-hour 
broadcasts at 8:15 p. m. every 
Sunday evening, which started Sep- 
tember 13. 

These programs are not spon- 
sored by the American Telephone & 
Telegraph Company and it is not a 
coast-to-coast hookup. No plans 
have been made for any broadcast- 
ing from Chicago through the Na- 
tional Broadcasting Company. The 
programs are planned with a view 
of determining whether radio will 
increase the use of long distance 
service. 

RADCLIFFE ROMEYN, New York. 
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STRESSING ECONOMY OF CANNED MEAT 


; 
| "ORMEL 


HORMEL FINDS 
ECONOMY STORY 
EVOKES REPLIES 


Merchandises Its Program to 
Chain Stores 


Minneapolis, Minn., Sept. 24— 
George A. Hormel & Co., who have 
spent $1,300,000 in magazines dur- 
ing the past three and one-half years 
in advertising the quality and con- 
venience of its canned ham and 
chicken, will change the appeal to 
economy and_ concentrate sales 
effort for the time being on chain 
stores, which have heretofore been 
lukewarm. 

Largely because of the nature of 
the advertising necessary to intro- 
duce and distinguish the Hormel 
products, chain store buyers believe 
Hormel items are expensive and un- 
suited for intensive promotion 
through their stores. 

Under the direction of J. O. Cor- 
nelius, Batten, Barton, Durstine & 
Osborn account executive, a survey 
covering points in which chains are 
vitally interested, has just been com- 
pleted. 

The findings, as part of a sales 
manual, will be merchandised to the 
chains in a manner calculated to 
secure approval of the advertising 
program, together with a booklet for 
retail salesmen explaining the Hor- 
mel products and their preparation, 
point of purchase advertising, news- 
paper campaigns, and color pages in 
Cosmopolitan, Good Housekeeping, 
Ladies’ Home Journal, Saturday 
Evening Post and Woman’s Home 
Companion. 


Results of Survey 


The survey was made by the re- 
search department of the agency, 
trained investigators going from 
house to house in neighborhoods rep- 
resentative of the three principal 
income divisions. The following in- 
formation was obtained for presen- 
tation in the manual: 

Apartment house dwellers buy 
only 23.5 per cent of the Hormel 
output, 76.5 going to single or double 
houses. 

Wealthy families consume 11.1 per 
cent; middle class, 73.7 per cent, 
and middle lower, 15.6 per cent. 
Convenience appeal has sold 37.2 per 
cent; friend’s recommendation, 19.7 
per cent; advertising 19.4 per cent; 
curiosity, 19.1 per cent; grocer’s 
recommendation, 14.5 per cent; be- 
lief in better quality, 10.2 per cent; 
economy, 6.6 per cent, and other 
reasons, 2.6 per cent. 

The query on brand preference 


| UNEATABLE PARTS | 25% 


eee a 


WeRede itemise. 
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disclosed that 71 per cent bought 
Hormel canned ham last, that the 
nearest competitor did only 3 per 
cent of the volume, and that 20 per 
cent did not remember the name of 
the brand. 

After the first trial, 60.5 per cent 
of those who bought other brands 
continued to buy ham in cans, while 
65.7 per cent of those who bought 
Hormel repeated. 

Reasons given for not having tried 
hams in cans were: Prejudice 
against meat in cans, 26 per cent; 
too expensive, 21.5 per cent; be- 
lieved not as good as regular ham, 
18.4 per cent; never heard of it, 15.5 
per cent; no particular reason, 4.2 
per cent, and miscellaneous reasons, 
9.4 per cent. 

Mr. Cornelius said prejudice 
against meat in cans is dying out 
rapidly, and the company’s advertis- 
ing will never be more than inci- 
dentally concerned with this point. 


Adopt Economy Story 

The story of Hormel economy, as 
told in magazine advertisements, di- 
rects attention to a conspicuous 
chart comparing the amount of edi- 
ble meat in the Hormel can with 
that left after bulk ham has been 
prepared and cooked. The copy as- 
sures Mrs. Consumer that a study 
of the chart will help her save 
money in the home, just as other 
charts help her husband save money 
in his business. 

The advertisements also illustrate 
a ham dish and give the recipe. 
An offer to send a recipe booklet, 
“Five Minute Cookery,” is made in- 
conspicuously. 

The manual will tell the chains 
that this type of copy has proved 
272 per cent more effective than the 
old quality-convenience theme. Dur- 
ing January, February and March, 
good reading months, 3,254 coupons 
were clipped from the old advertis- 
ing. The figure totaled 11,859 for 
June, July and August, when the 
new copy was running. 

The magazine advertising has 
been closely tied up with point-of- 
purchase advertising featuring the 
chart emphasized in the magazine 
copy. 

The plan having proved satisfac- 
tory after a 90-day trial, the news- 
paper advertising will be run jointly 
with retailers’ copy, the company 
paying for the lineage used for its 
products as part of the retailer’s ad- 
vertisement. The idea has been en- 
thusiastically received by the chains. 

The results from this medium 
were particularly good for pre-holi- 
day copy asking, “Why cook on a 
holiday?”’, and suggesting, “Make 
this holiday more enjoyable than 
the last.” 


Plan Outdoor Campaign 


The Beneficial Management Com- 
pany, representing industrial loan 
companies, has placed its advertis- 
ing with Lyman Irish & Co., New 
York, which will use outdoor space 
in test areas. M. Robert Herman is 


account executive. 


——- 
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What would you give for the combined 


knowledge of 589 grocery chain store ex- 
ecutives and their forecast of future sales? 


COSMOPOLITAN asked these men, who buy and sell 

food products into the hundreds of millions, where they 

expected to sell quality packaged goods in the next year. 
They have told us, and their report is yours for the 


asking— 


Where they expect to sell high quality coffee 
Where to look for canned fruit sales 
Who’s going to bake at home 


Who eats salads 


W here packaged cereals £9 


Write today for your copy of this remarkable forecast of 
future sales conditions in the food industry. Equally note- 
worthy is the fact that COSMOPOLITAN circulation 
and quality grocery sales are both heavy in high grade 


neighborhoods. 


~/ leawst.s /sernational 


combined with 


itan 


57th Street and Eighth Avenue, New York 


The Class Magazine with 1,700,000 Circulation 


Offer Free Radios 
in New Broadcast 


To chart a cross section of public 
opinion on various phases of broad- 
casting, the Hygrade Sylvania Cor- 
poration, Emporium, Pa., manufac- 
turers of radio tubes, will award 
radio sets each week to listeners giv- 
ing the best answers to questions 
regarding radio likes and dislikes. 

The programs will start October 6 
and continue twice weekly on Tues- 
days and Sundays. 


To Sweeten Air 

A weekly radio series sponsored 
by the National Confectioners Asso- 
ciation will make its bow to listeners 
October 5, over the Columbia net- 
work. The association’s slogan, 
“Sweeten the Day With Candy,” will 
be the theme. 

Nearly 100 radio editors were 
unanimous in advising all-male en- 
tertainment with a good orchestra. 
The Dunham - Younggreen-Lesan 
Company, Chicago, is the agency. 


G-E Stands Pat 


The General Electric Company 
will make no further reduction in 
the price of its refrigerators despite 
substantial cuts announced by other 
producers. 


Join Four A’s 
Young & Rubicam, Inc., New 
York, has been elected to member- 
ship in the American Association of 
Advertising Agencies. 


McMahon Tells 
How “One Best 
Bet’’ Operates 


Boston, Mass., Sept. 24—A re- 
markable tribute to the Financial 
Advertisers Association in particu- 
lar and organizations in general won 
the trophy offered by the Franklin 
Trust Co., Philadelphia, for “My 
One Best Bet,” a contest in which 
14 advertising managers described 
their ace in the hole at a joint meet- 
ing of the F. A. A. and the Adver- 
tising Club of Boston. 

The winner was Charles H. Mc- 
Mahon, of the First National Bank, 
Boston, new president of the F. A. A. 

“My one best bet is your best bet 
—the Financial Advertisers Associa- 
tion,” said Mr. McMahon. 

“To it I have devoted some of the 
best years of my life. But for every 
ounce of energy I have given, I have 
received a pound of benefit. My one 
best bet was the deciding factor in 
my being retained as publicity direc- 
tor of a banking corporation with 
resources of $700,000,000. 

“It has shown me short cuts to 
profit. It has saved my time and 
kept me abreast of my job. It has 
given me the opportunity to make 
friends of my competitors and elim- 


inate unprofitable advertising. It has 


made work my blessing and not my 
doom. 

“Last, but not least, my one best 
bet has given me the opportunity 
to become acquainted with the finest 
body of men and women I have ever 
known.” 


Brown Adds Radio 


The Brown Shoe Company, St. 
Louis, manufacturers of Buster 
Brown and Brownbilt shoes, will 
augment its advertising with weekly 
radio broadcasts over the N. B. C. 
network starting September 30. The 
Gardner Advertising Company han- 
dles the account. 


Leavenworth Back 
in Agency Field 
After 18 months as assistant gen- 
eral sales manager of the Austin 
Company, Cleveland, Ralph Leaven- 
worth has returned to the agency 
field with his own organization in 
the Guardian Building. 


Another Merger 


Cecil Conner, head of the Denver 
Advertising agency of that name, 
will take Miss Mattie Durkee, well 
known advertising woman of Den- 
ver, as his bride in November. 


“Sentinel” Appoints 
The Centralia (Ill.) Sentinel has 


appointed Verree & Conklin national 
advertising representatives. 
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September 26, 1931 


NPA. RE-ELECTS | 
OLD OFFICERS 


Shawnee-on-Delaware, Pa., Sept. 
24—A. C. Pearson, chairman of the 
board of United Business Publishers, 
Inc., was re-elected president of the 
National Publishers Association at 
the concluding session of the annual 
meeting. 

All other officers were also re- 
elected. They are A. D. Mayo, 
Crowell Publishing Co., first vice- 
president; P. S. Collins, Curtis Pub- 
lishing Co., second vice-president; 
Roger W. Allen, Hat Trade Publish- 
ing Co., treasurer, and Francis L. 
Wurzburg, Conde Nast Publications, 
secretary. 

New members of the board are L. 
Ellmaker, Macfadden Publications; 
Roy E. Larson, Time, and R. E. 
Berlin, International Magazine Com- 
pany. Board members re-elected 
were E. F. Eilert, Musical Courier; 
Stanley R. Latshaw, Butterick Pub- 
lishing Co., and P. E. Ward, The 
Farm Journal. 

George C. Lucas, executive secre- 


tary, reported that Canada has not 
yet consented to refund the tariff 
paid by United States publishers on 
unsold newsstand copies. Further 
representations will be made. 
Tuesday afternoon and Wednes- 
day were devoted to the annual golf 


SPECIAL STAMP 


TWENTIETH 
ANNIVERSARY 
SEPTEMBER 23 


1931 
P. O. D. 


“FIRST FLIGHT 
AIR MAIL 
MINEOLA N.Y. 
SEPTEMBER 23 
i911 


Fas on 


TWENTIETH ANNIVERSARY 
FIRST AIR MAIL FLIGHT 
P.O. DEPARTMENT 
SEPTEMBER TWENTY THIRD 


The Postoffice Department cele- 


| brated the 20th anniversary of air 


mail Sept. 23 with this special 
cachet. Earle L. Ovington, who 
carried the first air mail from Min- 


tournament which is a feature of | eola in 1911, carried an anniversary 


the N. P. A. conventions. 


Leonard Promoted 


Donald F. Leonard has become ad- 
vertising manager of the Bridgeport 
(Conn.) Post-Telegram. 
Shepard, former advertising direc- 
tor, has been named foreign adver- 
tising manager. He will continue in 
charge of the “Post-Telegram Re- 
tailer.” 

Elmer P. Thomson has joined the 
staff. 


Hold Wausau Day 


Wausau Day was held in that 
Wisconsin city Sept. 22, the Wausau 
Daily Record-Herald publishing a 
40-page issue. 


pon out of Los Angeles. 


C. Jerome | 


Whiteman With N. B. C. 

Paul Whiteman has returned to 
Chicago from his honeymoon and as- 
sumed his new post as music super- 
visor for the National Broadcasting 
Co. 


In Outdoor Field 


Hector Fuller has become director 
of public relations for Outdoor Ad- 
vertising, Inc., New York. 


Johnson Opens Agency 

Gilbert Johnson has opened an ad- 
vertising agency at 101 Marietta 
St., Atlanta. 
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LIONS OF DESIRABLE PROSPECTS 


a 


Sales 


GROW 


The Northeastern Quarter of the country produces two- 
thirds of all sales—has lowest sales cost—easiest distri- 
bution —dealers handy to every family, rural or urban. 


A small sales increase per dealer will largely increase profits, 
and close around every town and city in this section, 
buying from the same dealers as the town people, are 
9,000,000 farm people with 40% of all farm income 
and income-per-farm 50% above rest of country. 


Yet the immense rural population—one-fourth of this 
section—is grossly neglected by advertising—as proved by 


breakdowns of the lists of most national advertisers. 


Sales 


must climb, with adequate advertising coverage. 


No other publication can bring you the rich rural 
trade of this and other concentrated sales sections 
so economically and efficiently as The Farm Journal 


TAT IL 


NAL | 


The Farm journa 


NEW YORK-PHILADELPHIA-CHICAGO 


Chicago Host 
to Specialty 


Chicago, Sept. 24—The Advertis- 
ing Specialty National Association, 
| headed by Charles R. Frederickson, 
American Art Works, Coshocton, 
Ohio, and its affiliated groups will 
|hold its 28th annual convention 
| at the Stevens Hotel, Chicago, next 
| week. 
| The Association of Advertising 
Specialty Manufacturers — Impor- 
| ters—Jobbers, whose president is 
| Charles B. Goes, Jr., Goes Litho- 
graphing Company, Chicago, will 
convene Sept. 28 and continue 
through Thursday, Oct. 1. The man- 
|ufacturers and importers of this 
group sell to jobbers, and will hold 
|their usual exhibits on the fifth 
floor. 

Jobbers from all parts of the 
| country come to Chicago to view this 


| display and select their lines for |~ 


next year, as well as to take part 
|in the interesting meetings planned 
| for their benefit. 

| The other affiliated group, the 
| Association of Advertising Specialty 
| Manufacturers, having for its presi- 
|dent, Theodore R. Gerlfeh, Gerlach- 
Barklow Co., Joliet, Ill., will hold 
| only a two-day session, Sept. 29 
jand 30. 

Separate, as well as joint meet- 
ings have been planned. The open- 
ing luncheon meeting Tuesday noon, 
will be attended by members of all 
three groups, and Homer J. Buck- 
ley, chairman of the board, Buckley, 
Dement & Co., will be the only out- 
side speaker. Sales and credit meet- 
ings are scheduled for Wednesday, 
and the annual banquet will be held 
Wednesday evening in the South 
Ball Room. 


Anybody’s Face 
Can Adorn Stamp 


York, has perfected the “Tel-Vision” 
stamp, a photograph of an individ- 
ual, printed on gummed paper, 
stamp size. 

The stamps are used to give a 
personal touch to correspondence. 


~ “Forbes” Names M cCuan 


as Western Manager 


Joseph H. McCuan has been ap- 
| pointed Western manager of Forbes 


the Tribune Tower, Chicago. 
Mr. McCuan was formerly with 
the Chicago Herald and Examiner. 


$1,000 for Name 
The Hollywood Marvel Products 
Co., Hollywood, Cal., which paid 
$1,500 for a name for its perfume, 
is offering $1,000 for a name for its 
hand lotion. “Song of the Flowers” 
won the perfume prize. 


“Sun” Pays Dividend 
The New York Sun declared the 
regular semi-annual dividend of 4 
per cent on preferred stock, which 
has been paid regularly since the 
mutualization of the paper in 1926. 


Brand Has Agency 
Robert Brand & Sons Co., Osh- 
kosh, Wis., has appointed Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee, to advertise its store 
equipment. 


Has Cellulose Tape 
The Minnesota Mining & Mfg. Co., 
St. Paul, is introducing Scotch cel- 
lulose tape in colors for securing a 
positive seal on packages. 


Start Carving Contest 

Landers, Frary & Clark, New 
Britain, Conn., makers of cutlery, 
have announced a national wood 
carving contest with pocket knives. 


To Sell Lea Paper 
Chancellor Newman signed a de- 
cree ordering the sale of the Mem- 
phis Commercial Appeal Oct. 26. 


Appoint Fenger-Hall 
The Arizona Silver Belt, Miami, 
Ariz., has placed its national repre- 
| sentation with the Fenger-Hall Co. 


Gets Belt Account 
Bobart Advertising, New York 
agency, has been appointed by B. 


Men Next Week 


The Ever Ready Label Corp., New | 


Magazine, New York, with offices in | 


Schwands & Co., belts and buckles. 


SPECIALTY CHIEF 


Charles R. Frederickson 


Name Regional 
Officers for 


| 


| Market Group 


| New York, Sept. 24—In anticipa- 
|tion of quick expansion, regional 
| officers have been named by the 
| Association for the Advancement of 
Science in Marketing, formed here 
last week. These officers will serve 
until regional branches are organ- 
ized and re-elect. 

Paul T. Cherington heads the na- 
tional organization until new officers 
are selected January 1, 1932. He 
| will be assisted by L. D. H. Weld, 
|McCann-Erickson, Inc., vice-presi- 
|dent; Nathaniel W. Barnes, Market- 
|ing Associates, Inc., secretary, and 
A. M. Crossley, Crossley, Inc., treas- 
| urer. 
| Regional officers were chosen as 
| follows: 


New York: R. A. Balzari, Me- 
|Graw-Hill Publishing Co.,  vice- 
'president, and Paul H. Nystrom, 


‘Columbia University, director. 
| Washington: 
| U. S. Department of Commerce, vice- 


Frank M. Surface, | 


BARINJUDICIOUS 
USE OF HEALTH’ 
ONFOOD LABELS 


Washington, D. C., Sept. 24—The 
injudicious use of the word “health,” 
in the labeling of products like 
breakfast foods, bread and other 
bakery products will be subject to 
action under the national pure food 
law, according to a statement issued 
by the Department of Agriculture. 

Several domestic and imported 
food products bearing label repre- 
sentations and containing  state- 
ments in the accompanying litera- 
ture as to their value in maintain- 
ing, promoting, or restoring health 
or in acting directly as therapeutic 
agents in the treatment of disease 
have recently appeared upon the 
market. 

These forms of labeling, accord- 
ing to Dr. P. B. Dunbar, assistant 
chief, Federal Food and Drug Ad- 
ministration have been noted par- 
ticularly on cereal products, such as 
breakfast foods, bread and other 
bakery commodities, and alimentary 
pastes. 

In many instances the statements 
or claims appearing upon the labels 
are false or misleading to an extent 
constituting misbranding under the 
Federal Food and Drugs Act. In 
such cases the Administration has 
proceeded against the commodities 
shipped within the jurisdiction of 
the act. 

“The use of the word ‘health’ in 
connection with the name of such 
articles or the use of similar expres- 
sions on the labels constitutes mis- 
branding unless the goods actually 
can be relied upon to restore or 
maintain the health of the consum- 
er,” stated Dr. Dunbar. 

“Further, it has been noted that 
such statements as ‘rich in iron, 
lime, and vitamins’ are not justified 
by the composition of the food in 
many cases. 

“All statements 


of therapeutic 


‘president; L. S. Lyon, Brookings effect, must be fully warranted; 


Institution, director. 

| Boston: John H. Fahey, publisher 
(of Worcester Post, and Harry R. 
| Tosdal, Harvard University. 

| Ohio: H. H. Maynard, Ohio State 
| University, Columbus, and Frederick 


\J. Nichols, National Cash Register | 


Co., Dayton. 

Chicago: T. E. Kearney, J. O. 
McKinsey & Co., and Fred E. Clark, 
Northwestern University. 


' 


Select Reach Agency 

A new campaign is being prepared 
for the National Oil Products Co., 
Harrison, N. J., producers of process 
oils, by the Charles Dallas Reach 
Agency, Newark, N. J. The same 
agency is handling the account of 
the Metsap Chemical Co., industrial 
soaps. 


Eastern M anager for 


“Institution Management” 

Ed J. Gants has been appointed 
Eastern advertising manager of Jn- 
stitution Management, New York. 

He has seen service with College 
Humor, the Capper Publications and 
the Newell-Emmett Co. 


Name Calkins & Holden 

Calkins & Holden, Inc., New York 
agency, has been appointed by the 
Midland Flour Milling Company, 
Kansas City, Mo., and its subsidiary, 
Town Crier Food Products, Inc. 


Birthday Special 
Commemorating the 100th birth- 
day of Lima, Ohio, the Lima Sunday 
News published a special 48-page 
edition last Sunday. Sixteen pages 
were rotogravure. 


Joins Street & Finney 
The appointment of Harry H. 
Porter as an account executive was 
announced by Street & Finney, New 
York agency. 


Returns to Sommer 
Austin J. Toterdell has joined the | 
Frederick N. Sommer Advertising | 
Agency, New York, as account ex-| 
ecutive. He was formerly connected | 
with the agency. , 


| 


| 


otherwise they are properly classed 
as misbranding.” 


Restrict Sale 
of Lysol, Iodine 
to Drug Stores 


Olympia, Wash., Sept. 24—Lysol 
and iodine, if considered as poisons 
within the meaning of statutory pro- 
visions defining a poison as a chem- 
ical or preparation “liable to be de- 
structive to adult human life in 
quantities of 60 grains or less,” may 
be sold, even in the manufacturer’s 
original packages, in the State of 
Washington only by licensed pharma- 
cists or in stores in which a licensed 
pharmacist is in charge, according 
to an opinion of the Assistant At- 
torney General. 

This ruling was given in response 
to an inquiry of the director of 
licenses. The Attorney General’s 
office concluded that Lysol and iodine 
were common patent or proprietary 
medicines and could be sold by 
others than licensed pharmacists, 
under statutory provisions, unless 
they also be considered as poisons. 

Statutes of Washington making it 
unlawful for any person or store 
other than a pharmacist or a busi- 
ness place in which a pharmacist is 
in charge to sell drugs, medicines or 
poisons, expressly permit, it is ex- 
plained, the selling by shopkeepers 
of commonly used medicines, or pat- 
ent and proprietary medicines, if 
sold in original packages, but not 
poisons. 

Though iodine and Lysol are said 
to come within the provisions of the 
statute as commonly used medicines, 
according to the opinion, these prod- 
ucts would probably be classified as 
poisons under the statutory def- 
inition. 


Wheat for Tires 


The Independent Tire Co., Terre 
Haute, is accepting wheat for tires 
on a basis of 45 cents per bushel. 
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ADVERTISING AGE 


—— 


Winning Volume Sales in the Chicago Market with 


in the Chicago Tribune! 


The ad shown is one of 
the series of two-color, 
run-oi-paper pages which 
the Bristol-Myers Com- 
pany is now running in 
the Chicago Tribune in 
their successful campaign 


in behalf of Ipana Tooth 
Paste. 
The full power of the 


Chieago Tribune page. 
eharged with the extra 
foree of color, provides 
the extra puneh that 
present-day selling de- 
mands. 

In winning volume 
sales in the great Chicago 
market the tremendous 
force of the Tribune page 
has no equal. Color mul- 
tiplies that power—at a 
cost but little more than 
black and white. 

A portfolio of speci- 
mens showing how na- 
tional advertisers and 
retail stores have used 
Chicago Tribune color to 
offset competition, to an- 
nounce new products and 
to spur the sale of old 
ones, will be submitted on 
request. 


tooth brush . . 


dont ignore this warning from your gums 


BATCH OUT STOP IF YOU DON'T GET AFTER THaT PTW 
TOOTH BRUSH NOW YOU'LL BE.A FIT SUBJECT FOR ALL SORTS OF Guu 
TROUBLES STOP YOUR TEETH WAT BECOME INFECTED STOP SO START 


YODAY WITH traWA AND MASSAGES 


couldn) have « plainer moumge of warning than thet 
touch of “push” on your tooth brush. 


‘W you weet to herp your teeth sound sad shine aed pow gue 
frm sod beshby! 

W looas harmless, but 1s met. ht menae thet yous gume—de 
pied the curves sod sumalenes of coarw (code by ihe medere 
preference for soft, tender feede—ore growing Gabby. 

“Piak tooth brush,” though wot slerming im itself, may be the 


‘Take it seriously sow and you con forget about it later. Neglect 


Wee mgmel from you: gume whack ough met re gy wabreded, - 


Go to your druggist and ask for 


| PANA TOOTH PASTE 


(aed mey meee patel weecmenes by doctors and deoticte 
‘For i= ine carly sages “pink tooth brush™ is cenily checked. 


Almost o: emcee your teeth will leek brighter more spartling. 
That s becouse. even if wore mething mese. Ipene is am excellent 
clremerr Bot lpeme hms mretel ie x. and thet begin to tame and 


‘warning. “pink tooth brush,” for good and all! 


National Carbon Company 
Bayer’s Aspirin 

Hartman Furniture Stores 
Harmony Cafeterias 


White Owl Cigars 

Stover Company—Frigidaire 
B. T. Babbitt Co. 

Logan Dep’t Store 


R. Cooper, Jr.—G. E. Re- 
frigerators 

Canada Dry Ginger Ale 

Majestic Radio 


THESE ADVERTISERS HAVE USED ONE OR MORE TWO-COLOR, RUN-OF-PAPER PAGES IN THE CHICAGO TRIBUNE: 


Atlantic & Pacific Tea 
Company 

Mrs. Wagner’s Pies 

Hupmobile Motors 


Bendix Brakes 

Fannie May Candies 
Buick Motor Co. 

Allied Florists’ Association 


Wadhams Oil Company John P. Harding Restaurants Rumford Baking Powder 
Sears, Roebuck & Co. Gem Safety Razor — "Mandel Brothers 
Balaban & Katz Theaters Listerine Marshall Field & Co. 
Radio-Keith-Orpheum Weil-McLain Boilers Welch’s Grape Juice 


Loblaw Groceterias 
Texaco Motor Oil 
Henry C. Lytton & Sons 
The Fair Store 


Average Net Paid Circulation Six Months Ended March 31, 1931: 
In Excess of 805,000 Daily; More Than 1,075,000 Sunday 


Union Restaurant 

Colgate-Palmolive-Peet Co. 

McLaughlin’s Manor House 
Coffee 

National Tea Co. 

The Davis Store 

Jos. Hilton & Sons 

Sparton Radio 

Ipana Tooth Paste 

Puritan Malt 

Ball Bros. Fruit Jars 

The Bristol Company—Fur- 
niture 
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ADVERTISING AGE 


September 26, 1931 


INVENTORS IN 
LIMELIGHT AT 


PATENT SHOW 


Chicago, Sept. 24—The ardor with 
which advertising woos the inspira- 
tion of inventors resulted in the ap- 
pearance of many patented advertis- 
ing devices in the Second Patent Ex- 
position, which will run to Oct. 3. 

An advertising clock is the prop- 
erty of the Electric Ad Clock Co., 
Chicago. It is the conventional com- 
mercial model of electric clock with 
an elongated case. Beneath the dial 
where the cuckoo bird was once wont 
to nest is a panel in which an ad- 
vertising card appears. An auto- 


matic device changes the cards at. 


intervals of several seconds. 

A model of an outdoor structure 
large enough to accommodate 24- 
sheet posters was used by William 
T. Gooley, Chicago, to demonstrate | 
his multi-color flash sign, which bids 
for favor with a spectacular display 
of changing colors. 

On the screen of this transparent 


NEW SPECIAL 


After two years as advertising 


manager of the Cleveland News, 


J. Francis Crowell has joined the | 


Chicago office of the Geo. A. Mc- 
Devitt Co., which recently added 
the Chicago hatiiced News to its list. 


line letters and then inserting multi- 


| faceted colored glass beads which re- 


sign are fastened pyramidal letters | 


illuminated by small flood lights at 
the four corners. 


Claim Low Cost 


The reader portion of the copy is 
made visible by flashing illumination 
through the screen. The flood light- 
ing from the front helps to define 
the opaque portions of the screen. 
Mr. Gooley claims his invention af- 
fords a means of arriving at spec- 
tacular color effects at a fraction of 
the usual cost. 


An outdoor structure which shows 
a running sign painted on cloth is 
exhibited by Joseph Soderborg, Iron 
Mountain, Mich. Power is obtained 
from a windmill placed on top of 
the structure. 

A rival of the neon sign has been 
created by the Bead A Lite Electric 
Sign Co., Chicago. It is made by 
perforating a sheet of metal to out- 


flect light placed at the back of the 
sign. A burning effect can be given 
to the letters by placing a fan be- 
tween the sign and the light. 

A mystifying display device, the 
Exhibitor, is the creation of 8. 
Flowers, Port Arthur, Texas. It can 
be adapted to posters of any size. 
In action, a narrow band of metal 
moving up and down seems to erase 
the old sign and paint-a new one. 


Made Sales Manager 


F. D. Hooper, former sales man- 
ager of the Lidgerwood Mfg. Co., 
Elizabeth, N. J., has become general 
sales manager of the Barber-Greene 
Co., Aurora, Ill., material handling 
equipment. ‘ 


Plan Shoe Repair Copy 


Shoe repairers of Salt Lake City, 
Utah, are planning a co-operative 
campaign, radio being the chief 
medium. 


Chicago Detroit 


Wrigley Bldg. 


CENTRALIZED CONTROL 


of 


YOUR RADIO BROADCASTING 


PROGRAM 
RECORDING 
TIME PLACEMENT 


Many advertisers and their advertising agencies 
have used this service for the better and more 
economical promotion of radio broadcasting. 


WRITE FOR FULL DETAILS 


SCOTT HOWE BOWEN 


Chrysler Building. New York City 


Boston 
Fisher Bldg. 185 Devonshire St. 


San Francisco 
875 Mission St. 


Omaha 
502 Barker Bldg. 


SEASONAL GAIN 
REPORTED BY 
ALL MEDIUMS 


New York, Sept. 24—All classes 
of mediums profited in September 
from a seasonal upturn in the vol- 
ume of national advertising. 

Magazine advertising in Septem- 
ber was $11,966,814, compared with 
$10,008,413 for August, National 
Advertising Records reports. Mag- 
azine advertising in 
1930, amounted to $15,213,764. 

National and special farm papers 
carried $584,825 in September, com- 
pared with $429,802 in August. 
Lineage in state and sectional farm 
papers increased from 381,334 in 
July to 429,395 in August, the last 
month for which complete figures 
'are available. 


Momentary Set-Back 


Radio advertising declined from 
$2,764,294 in July to $2,514,231 in 
August, a new low point for the 
‘year. Radio for the’.first eight 
months of 1931, however, was well 
ahead of the corresponding period 
of 1930, the cumulative total for 
1931 being $22,681,763, compared 
with $16,723,907 a year ago. 

Though other classes of news- 
paper lineage showed declines in 
August, national advertising  in- 
creased. The New York Evening 
Post placed national advertising in 
119 newspapers in 30 cities at 2,- 
181,568, compared with 2,026,142 
for August, 1930, a net gain of 
155,426. Local lineage fell from 5,- 
740,502 to 5,319,476 and classified 
declined from 1,736,458 to 1,692,604. 

Cities which increased their na- 
tional lineage were Philadelphia, 
Detroit, Cleveland, St. Louis, Bos- 
|ton, Baltimore, Los Angeles, Buffalo, 
San Francisco, Washington, Cincin- 
nati, New Orleans, Minneapolis, In- 
dianapolis, Denver, Providence, Co- 
lumbus, Louisville, St. Paul, Oak- 
land, Richmond, Dayton and Hous- 
ton. 


‘Wilson Agency Gets 
| John Allen Murphy 


After four years in market re- 
search, John Allen Murphy has 
joined Edwin Bird Wilson, Inc., 
|New York agency, as marketing 
| counselor. 

Mr. Murphy, who was associate 
/editor of Printers’ Ink for ten years, 
|is the author of “Merchandising 
Through Mergers” (Harper & Bros., 
' 1931), “What Is a Sound Expansion 
| Policy?” and a text book on buying. 


Heads Women’s Club 


Miss Irma Noonan, a former 
president, has been named to head 
the Women’s Advertising Club of 
Toledo, succeeding Miss _ Lenore 
Mills, of the Campbell-Sanford Ad- 
— Co., transferred to Cleve- 

ind. 


September, | A* 


SEPTEMBER ADVERTISING IN MAGAZINES 


TOTALS TOTALS 
For All Classes for Each Publication For All Classes for Each Publication 
for Month of September for Month of September 
| 1930 1931 
1930 19381 
SPANDASD Poon cote a 13.576 °$ 15,600 
All Fiction Field.....*$ 20,168 $ 15,924 | American Golfer ... 3.576 508 
American Mercury... . 11,160 6,737 | American Home ..... ‘ae “—_ 
*Atlantic Monthly. ... 21,947 17,231 | Arts & Decoration. ers Looe 
M ne 15,888 g'g29 | Better Homes & G.. 214,910 187,486 
Golden Book ae 14.728 *4,628 8 | Christian Herald .... 17,969 ae 4 
7 , i a's 296 | Country Life ........ 54,840 $2,112 
uaere Teaees.. SS rage | Field & Stream......-  *26,987 #24,351 
¢Bertbner’s ante 12/827 8.736 | Fortune ....+....+-- 39,002 *49,578 
World's Work ....... 27,456 12,382 | Flt Mine ii fadeee 781635 42°205 
See ee Metin 7 ° | House Beautiful ..... Y +225 
“Quality Three Colors § — °8,050 2,850 | House & Garden ..... 178,906 104,494 
Instructor .........+. 19,909 15,877 
Total Group ....... $ 187,643 $ 108,062 | Modern Mechanics. ... 6,747 
Nation's Business.. ... 158,894 ney 
> Nat'l Geographic..... *115,207 65,931 
FLAT —_-—— » | Nat'l Sportsman ..... 14,129 18,850 
American kcecnoeace 395,221 349,992 Outdoor Life ........ 14,825 *12,152 
American Boy ......- 55,256 31/806 | Popular Mechanics... — *95,367 66,350 
> ~ 2 Legion .... a eo a Popular Science ..... is 7m 24,708 
| re ty ’ i ~~“ rae . 48 
Boy's Life .......... 20,359 Se lies .......... ; 14'331 
Child Life <.0.0000.. 12810 18,667 | Sytem sn. vsscseees- ‘tase 1708 
waste teens ees ' 188 | ‘Travel ............-. #6 ,202 5,65 
College Humor ...... 19,414 17,273 Vanity DP evcdcxpee 59,507 45, “401 
Cosmopolitan ....... 375,352 319,266 
Motion Picture ...... 47,729 34,016 | Total Group ....... $1,301,146 $ 949,887 
Open Road for Boys. *9,547 *10,748 
Parents” ..ncccccccces *23,295 27,3852 
Photoplay ..........+ *101,131 76,863 _WEEKLIES AND SEMI-MONTHLIES 
Physical Culture ..... 32,267 26,134 (August) 
Sereemiand 22.02.01] #18848 eitipin | American Weekly..... $ 489,822 $ 546,109 
DE ae scschcssss *15,274 15,766 | Business Week ....... oannine 8,437 
Tower Magazine 67,050 | Colifer’s .ccccsccccece 623,166 667,430 
True Confessions .... 6,313 +829 | “Forbes .......-+++++ *29,902 28,561 
Tue Detective M #26730 UdRE . 2. eee cece eres 30,557 34,79 
T R ibid ” 49.646 #33183 FO RE OTe 394,150 270,743 
eae eee. 800s , ’ a aes *42,892 34,626 
Literary Digest....... 414,065 325,239 
Total Group ....... $1,301,473 $1,228,746 | | om aornee eee ssesece ee tT aX 
DN ses tivehteoss > +7 
WOMEN'S gg ee but aeanen eo « 21,633 24,363 
Sat. Evening Post.... 3,356,108 2,872,064 
Delineator .......... $ 539,109 461,836 | *Spur ........see-ee- 34,868 22,500 
Farmer's Wife ...... #87,420 51,843 | Time .............--- *175,417 201,477 
Good Housekeeping. .. 950,962 781,425 | *Town & Country... . 31,735 23,541 
Harper's Bazar ...... 199,176 150,873 
Holland's .........++. 64,424 34,643 Total Group ...... $ 5,805,356 $ 4,711,274 
Household ........... *142,287 118,280 
Ladies’ Home Journal 1,505,776 ar orf | Total All Groups. .$ 15,087,564 $ 11,966,814 
BROOREGS «ov cccccccces 6,231 558,024 
Needlecraft ......... 44,416 24,548 Accumulative Totals 
People’s Pop. Mon... 67,222 + To-Date ........ $149,881,910 $127,242,034 
Pictorial Review ..... *529,339 SIR | ree : 
True Story .......+.. 345,480 347,314 | | *Asterisk indicates rate change during year. 
Vogue (Semi-Mon.).. 377,898 247,085 | An increase in rates will show higher than 
Woman's Home Comp. 868,824 “ears | = revenue because of old contracts still 
Woman's World ..... 88,382 69,915 | in force. 
*Published too late for inclusion. 
Total Group ....... $6,491,946 $4,973,845 | —National Advertising Records 
. . . . 
Daily Accepts Wheat Advertising Dentist 
The Fort Wayne (Ind.) News on State Board 


Sentinel will take nine bushels of 
wheat for a year’s. subscription. 
Wheat taken in this way will be 
milled and distributed to the city’s 
poor. 


Plans Magazine 


Charles J. Griger will start the 
Triangle Magazine as a new monthly 
Jan. 1, 1932. Publishing headquar- 
ters will be at 1929 N. Eighth St., 
Terre Haute, Ind. 


Chains Merge 


The Quality Service Stores and 
the Atlanta Savings Stores have 
merged with 303 units in Atlanta 
and nearby territory, and will fea- 
ture nationally advertised brands. 


Release Asthine Copy 


Advertisers’ Service, Inc., Mil- 
waukee, is releasing a_ limited 
schedule in middle western cities 
for Asthine Laboratories, a new ac- 
count. 


Start College Paper 


The New York University Daily 
News, undergraduate publication of 
New York University, started pub- 
lication this week. Nathan Mager is 
editor-in-chief. 


awards will be announced 


Dr. A. Zimmerman, of Los 
Angeles, has been appointed to the 
State Board of Dental Examiners, 
representing the advertising den- 
tists. 

This is the first time the advertis- 
ing faction has had representation 
on the board. 


Questions Feature 
New York Meetings 


In beginning its fall season Oct. 
1, the Association of Advertising 
Men, New York, will feature ques- 
tions and answers. 

Any member may ask any dis- 
tribution problem, all present being 
invited to give their views. 


Leaves Lamson & Sessions 


After 34 years with the Lamson & 
Sessions Co., Cleveland, Roy E. Boff- 
enmyer has resigned and will take a 
long vacation. He continues as 
menney of the Trout Ware Studios 

0. 


N. E. A. Picks Coast 


The National Editorial Associa- 
tion will hold its 1932 convention in 
San Francisco July 19-21, moving 
to Los Angeles for a second meeting 
July 23-26. 


Here is the judging ~~ for the second annual exhibit of outdoor advertising art, whose 
os a | 
Left to right, Andrew Loomis and Haddon Sundblom, artists; Capt. H. Ledyard Towle, general 

art director, Campbell-Ewald Co.; 


Dorothea Pfister , secretary, Chicago Advertising Council; Donald 
| Douglas, vice-pres., Quaker Oats. Co.; Oscar Bryn, vice-pres. and art director, Erwin, Wasey & Co.; 

G. R. Schaeffer, advertising manager, Marshall Field & Co.; B. L. Robbins, General Outdoor Adver- 
| tising Co., and Mark Seelen, art director, Outdoor Advertising, Inc. 
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ADVERTISING AGE 


A Candid Question to the Advertiser 


Who gets LESS for What 
esells than he did in 1928: 


Are you getting MORE from what you BUY in 1931-1932? 


COMPARE 
With Any 
Other Magazine 


HOW MUCHP 


Liberty averaged 2,401,416 weekly 
circulation for 1930, 2,411,612 for 
the first half of 1931. 


WHOP 


Liberty is deliberately edited for 
both men and women. It is read 
y 2,750,000 men and 3,009,000 
women. Result records have been 
broken for men’s and women’s 
products alike. 
80% of all Liberty families above $2,- 
000 income class 65.8% U.S. average 
37% U.S. average* 


84% have telephones 
39% U.S. average 


58% haveradios 46% U.S. average 


50% have vacuum cleaners 
37% U.S. average 


34% have electric washers 
29% U.S. average 


15% have mechanical refrigerators 
8% U.S. average 


52% own homes 


Iu cities covered by Starck Survey 


WHERE?P 


Liberty concentrates three-quar- 
ters of its circulation in cities over 
25,000 population. Liberty places 
more circulation here (where ma- 
jor part of all retail business is 
done) than any other magazine. 


HOW READ? 


Liberty is wanted enough by its 
readers, that 99% of them buy 
voluntarily week after week. No 
expensive subscription crews are 
necessary to sign up readers 6 
months or a year or two in ad- 
vance. 99% single copy circulation 
is 99% guaranteed-to-be-read cir- 
culation. 


Then, instead of burying 90% of 
its advertisements after the start 
of the last story, Liberty alternates 
advertisements and story leads 
throughout the book. Surveys show 
this nearly doubles readers - per - 
advertisement. 


ALITVNO NOILVTIAOAIO AO AYVILSACAVA AHL 


i declining commodity prices have put your 
dollar volume out of step with your unit 
sales . 
‘ Are ‘you “meeting your diminished receipts 
, 1. Diminished outlay, or by 
2. Increased value for your outlay? 


While it is true that magazines in the aggre- 
gate have decreased their costs but a fraction 
of a per cent in the face of a 30 per cent 
commodity price decline, it is also true that 
many of them have increased the physical 
attractiveness of their format. 

A more direct argument against diminished 
outlay, however, may be found in Liberty, 
whose cost has declined 35 per cent since 
1926—while its physical attractiveness is now 
on the way to being enhanced to the tune of 
more than a quarter-million dollars a year. 


A New Opportunity 


Liberty was already a phenomenal circula- 
tion success when it was acquired by 
Macfadden Publications, Incorporated, this 
past April. Its editorial policy of dramatic, 
newsy, concise material from famous authors 
and illustrators has, therefore, been continued. 

But $100,000 more a year is being spent on 
these editorial and art activities. In addition a 
new paper contract has just been made—the 
largest quality paper order ever placed by a 
single magazine—which will start Liberty off 
in 1932 with a mechanical reproduction worth 
$160,000 more, annually. 


What This Means to Advertisers 


Now advertisers have been attracted to 
sharpen their pencils and figure. Your Post- 
Depression dollar can buy: 


Liberty . . « 565 families 
. Average of 3 other Weeklies - «+ 377 families 
Average of 2 Monthlies. . . . 391 families 
Average of 6 Women’s Magazines 286 families 


Advertisers who want to match Post- 
Depression profits with Post-Depression 
advertising value find, therefore, that Liberty 
will increase their appropriation’s effective- 
ness : 


50 per cent more than other Weeklies 
45 per cent more than Monthlies 
98 per cent more than Women’s Magazines 


Proof of Timeliness 


That Liberty’s new management came at the 
so-called psychological moment may be indi- 
cated by the fact that within 60 days 92 adver- 
tisers and 58 agencies had placed $1,521,677 
in new orders. 

Judged by the rate at which new contracts 
are arriving as the main list-making season 
approaches, Liberty is now being regarded as 
not merely “another good magazine,” but as a 
logical market for bulking Post-Depression 
appropriations. 

The answer to diminished profits need not 
be found in diminished appropriations so long 
as 50 to 100 per cent greater value may still 
be bought. 

Write without obligation for booklet: “To every man 
with $1 to spend in advertising.” Liberty Magazine, 2731 
Graybar Building, New York City. 


AMONG ADVERTISERS NOW APPEARING IN LIBERTY 


American Safety Razor Corp. 
American Tel. & Tel. Co. 
American Tobacco Co. 
Axton-Fisher Tobacco Co. 


Barbasol Co. 

Bauer & Black 

Beech-Nut Packing Co. 

Borden Co. 

Bristol Myers Co. 

Brown & Williamson Tobacco Co. 
Chesebrough Mfg. Co. 

Chi., Mil., St. Paul & Pac. R.R. 


Ethyl Gasoline Corp. 

Florida Citrus Exchange 
General Motors Corp. 
Gillette Safety Razor Co. 

B. V. D. Co. Alexander Hamilton Institute 
Hewes & Potter 

Hinze Ambrosia, Inc. 

Chas. E. Hires Co. 
Houbigant, Inc. 

Indian Refining Co. 
International Mercantile Marine 
Jantzen Knitting Mills 
Johnson & Johnson 


Northwestern Yeast Co. 
Norwich Pharmacal Co. 
Parker Pen Co. 
Pepsodent Co. 
Pompeian Co., Inc. 

R. C. A.-Victor Corp. 

R. J. Reynolds Tobacco Co. 
Sinclair Refining Co. 

A. G. Spalding & Bros. 
Stanco, Inc. 

A. Stein & Co. 

Texas Co. 

Vapo Cresolene Co. 


Chrysler Motors Corp. Kellogg Co. Veldown Company, Inc. 
Cluett-Peabody & Co. Kolynos Co. Wander Co. 

- Coca-Cola Co. Kress & Owen Co. G. Washington Coffee Co. 
Columbia Pictures Corp. Lambert Pharmacal Co. L. E. Waterman Co. 
Crosley Radio Corp. Larus & Bros. Co. R. L. Watkins Co. 

R. B. Davis Co. Lever Bros. Co. Western Clock Co. 
Jos. Dixon Crucible Co. Mennen Co. W. F. Young Co. 
Encyclopaedia Britannica, Inc. Philip Morris & Co. Zonite Products Corp. 


Liber ty. .. a weekly for the whole family 
PRICED FOR POS'7-DEPRESSION 
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Lehn & Fink 
Renew Drive 
for Pebeco 


New York, Sept. 24—Lehn & Fink 
started a new campaign on Pebeco 
tooth paste this week, characterized 
by Edward Plaut, president of the 
company, as one of the largest tooth 
paste campaigns any manufacturer 
has ever attempted. Newspapers 
will carry the bulk of the copy in an 
intensive drive scheduled to run for 
nearly three months and costing ap- 
proximately $250,000. 


The account is handled by the 
United States Advertising Corpora- 


| tion, with H. van H. Proskey, vice- | 


| president in charge. 

The advertising appropriation of 
Lehn & Fink this year was nearly | 
$2,000,000, the largest in the com- 
/pany’s history. About $100,000 is 
being invested this year in bringing 
|out new products. 


Elliott to Erwin & Wasey — 


Stewart P. Elliott, former vice- | 
president in charge of sales of the 
| Sperry Flour Co., San Francisco, 
| has joined Erwin, Wasey & Co., of 
| that city, in charge of merchandis- 
ing. 


Is Branham Manager 

| L. E. Prosser has been appointed 
| St. Louis manager for the John M. 
| Branham Co., publishers’ repre- 
sentatives. 


munity or section without waste of any kind. 


Broadcasts Only 
When It Rains 


Akron, O., Sept. 24— The 
Goodyear Rubber Company has 
placed a contract authorizing 
spot broadcasting on days 
when the weather is inclement. 
Transcriptions will be used. 

The program will advertise 
the company’s rubbers and 
arctics. 


Start Paint Series 

A new radio series entitled “Keep- 
|ing Up With Daughter” will be in- 
augurated over the N. B. C. by the 
| Sherwin-Williams Company, Cleve- 
|land, paint and varnish manufac- 
|turers, Sept. 30, and each Wednes- 
day night thereafter. ~ 


MR. WRIGHT IS RIGHT 


Mr. George P. Wright, Editor of The Business Economic Digest, recently interviewed 
by a financial writer on the Chicago Tribune, said that national advertisers should con- 
centrate their advertising in spots throughout the country where conditions are favor- 
able to getting profitable results. He thinks that spreading advertising at this time over 
a variety of fields, which are not ready for cultivation, is wasted effort. He is right. 


The Outdoor Medium 


The Outdoor Medium is available always to national advertisers to cover any com- 


It fits in with Mr. 


CODE OF ETHICS 
- IS ADOPTED BY 


Washington, D. C., Sept. 24—- 
Companies selling direct to the con- 
sumer have adopted trade practice 
conference rules, including changes 
suggested by the Federal Trade 
Commission. 

The code bans advertising indicat- 
ing the seller is a manufacturer 
when he is not; use of fictitious 
mark-ups to deceive purchasers; use 


Wright's practical 


suggestion to concentrate where sales can be stimulated. It is an unbeatable as well as 
an economical advertising medium. It brings home the bacon. 


Our experience with the,-Outdoor Medium for 25 years (we place advertising in no 
other medium) qualifies us to plan forceful and economical 24-sheet poster showings in 
any community or section in the United States or Canada at a monthly cost which, in 
most instances, does not exceed the cost of one page one time in the leading newspaper 
there. We can change poster copy every 30 days. 


There is no stronger dealer help in any community or section than a representative 
showing of 24-sheet posters. 


Maybe you'll wish to concentrate your advertising in Favorable spots. 


If so, we hope 


you will give us an opportunity to serve you through the Outdoor Medium, which is 
a winner in getting results. 


OUTDOOR ADVERTISING AGENCY OF AMERICA 


NEW YORK 
Graybar Bldg. 


INCORP 


ORATED 


Outdoor Advertising Only 


PITTSBURGH 
Bessemer Bldg. 


CINCINNATI 
Chamber of Commerce Bldg. 


CHICAGO 


6 N. Michigan Ave. 


DIRECT SELLERS 


| 


of “free’’ when there are any quali- 
fications; and the use of illustra- 
tions which may deceive the public 
into believing an advertiser occupies 
| more space than he does utilize. 
Among the rules are the follow- 
ing: 
“Rule A (formerly Rule 9)—When 
an advertiser directly or indirectly 
holds out as an inducement to its 
salespersons a refund of deposit 
for samples of sales outfits upon the 
return of such samples or sales out- 
fits in good condition, reasonable 
wear, tear and length of use being 
taken into consideration, the re- 
fund shall be promptly made upon 
the return of the samples or sales 
outfits in the condition described. 


Responsible for Salesmen 


“Rule E (formerly Rule 13). Ad- 
vertisers shall be responsible to the 
consumer for all material represen- 
tations made by salespersons within 
the terms of advertisers’ regular 
contracts and consistent with the 
printed matter, forms, orders or con- 
tracts of advertisers whether or not 
these are brought directly to the 
knowledge of the consumer. 

“Rule F (formerly Rule 14). Ad- 
vertisers shall be responsible to con- 
/sumers for all money advanced or 
|paid to salespersons under condi- 
|tions consistent with the printed 
|terms of the company’s receipts, 
order forms or other literature 
whether or not these come with- 
in the knowledge of the consumers. 

“Rule G (formerly Rule 15). Ad- 
vertisers shall be responsible to the 
consumers for all transactions with- 
in the scope of the contractual au- 
thority of their _ salespersons, 
whether these salespersons do or 
|do not have in their possession sales 
outfits, samples or order blanks. 
| “Rule N (formerly Rule 22). 
| Salespersons shall be entitled to re- 
‘tain advance commissions received 
in all cases where through the fault 
|of the advertiser transactions with 
| the consumer are not completed un- 
|less otherwise previously agreed to 
‘between the advertiser and _ the 
| salesperson. 

“Rule O (formerly Rule 24). Ad- 
vertisers shall pay or credit to sales- 
|/persons all carriage charges ad- 
| vanced or paid by the salesperson 
_upon merchandise returned for alter- 
|ation, adjustment or refund where 
the cause of return arises through 
|the unwarranted fault of the adver- 
|tiser and not through the fault of 
|the salesperson, except as otherwise 
| agreed to in advance. 


Shall Protect Consumer 


| 
| “Rule I (formerly Rule 17). Un- 
|less the order form or consumer’s 
|receipt bears a statement to the 
| effect that the salesperson has no 
| authority to change or alter printed 
|forms, prices, terms or agreements, 
allow discounts or receive advance 
| deposits other than those printed, or 
| merchandise for return or exchange, 
{the advertiser shall protect con- 
;sumers from any loss from such 
| changes, discounts, deposits, or mer- 
|chandise returned for exchange. 
“Rule J (formerly Rule 18). When 
the advertiser guarantees, warrants 
or promises satisfaction uncondition- 
ally to the consumer, then the ad- 
| Vertiser shall return promptly to 
ithe consumer, where the latter is 
dissatisfied, upon proper and prompt 
| demand being made by the consumer, 
| all payments made to the advertiser 
|by the consumer, after the adver- 
‘tiser has had an opportunity to 
|earry out his agreement with the 
|consumer and the consumer is still 
dissatisfied and rejects further ten- 
|der by the advertiser.” 


| Baldwin in Dailies 

| Newspapers will receive a share of 
|the appropriation of the Baldwin 
| Piano Co., Cincinnati. Heretofore 
the company has used magazines ex- 
tensively. The account recently was 
transferred to Anderson, Davis & 
Hyde, New York, with Fred Platt 
as account executive. 


Lists Seven I’s 

Roy Barnhill, of the American 
Weekly, stressed the seven I’s of 
success in an address before the 
Association of Advertising Men, 
New York. He gave them as Indus- 
try, Ingenuity, Imagination, Inquisi- 
tiveness, Inspiration, Initiative and 
Individuality. 
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HODGES PLEADS 
FOR VIGOROUS 
SPIRIT, GOPY 


Says Advertising Gan Restore 
Confidence 


New York, Sept. 24—A plea for 
more vigorous advertising, both in 
volume and content, was made by 
Gilbert T. Hodges, president of the 
Advertising Federation of America 
and member of the executive board 
of the New York Sun, in an inter- 
view with ADVERTISING AGE follow- 
ing his return from five weeks in 
Europe. 

Though England, Scotland and 
France have been affected by world- 
wide conditions, Mr. Hodges re- 
ported France in a commanding po- 
sition, in spite of the reduction of 
tourist business, and Scotland show- 
ing a surprising degree of activity. 

The opportunity of advertising in 
this country, Mr. Hodges believes, is 
that only a resumption of normal 
buying by the millions whose in- 
comes are relatively unaffected is 
needed to restore normal business 
activity. 


Ahead or Backward? 


“Reduced advertising appropria- 
tions will mean we shall continue in 
reverse gear,” he declared, “while 
advertising to tell people about the 
things which will enable them to live 
fuller and happier lives will play its 
part, as it always has, in keeping 
business moving. 

“Our prosperity is based on a 
very simple situation. American 
capital, or industry, offers a fairly 
specific contract to income-earners 
of every sort, from day laborer to 
bondholder. It promises to pay large 
wages if those wages are used for 
the purchase of things which indus- 
try is producing. 

“If this contract is kept on both 
sides the machine moves along to 
the satisfaction of everybody; but 
when the 40 million whose incomes 
continue, even under present condi- 
tions, refuse to buy, the six or seven 
million who are unemployed will con- 
tinue so, and their numbers will tend 
to increase rapidly. 

“On the other hand, the resump- 
tion of normal buying today would 
almost instantly have its effect on 
the unemployment situation and on 
business in general. 


Out of Everything 


“Our clothes are wearing out, our 
cars are not running well, our radios 
are squawking. We need everything 
that American life has become ac- 
customed to having, to say nothing 
of the new and improved things 
which, as Charles Kettering said at 
the A. F. A. convention, relieve ex- 
istence of the curse of monotony. 
And the moment we begin to buy 
those things, the situation will turn 
upward where it belongs. 

“Advertising can help immensely 
to bring about a better mental atti- 
tude. It is indispensable in telling 
about new products, arousing new 
desires and indicating new wants. 
This was never more emphatically 
true than now; and many aggressive 
and intelligent advertisers are even 
now proving there was never a time 
when the rewards of courage in ad- 
vertising were greater.” 


Davis Appoints Cowan 

The Davis Baking Powder Com- 
pany, subsidiary of the R. B. Davis 
Company, Hoboken, N. J., has placed 
its account with the H. J. Cowan 
Company, New York. H. J. Cowan 
is account executive while radio ad- 
vertising is handled by R. C. Went- 
rig A new radio program starts 

ct. G, 


Burges Sells Interest 


Austin E. Burges has sold his in- 


terest in Southwestern Advertising, 
Dallas, Tex., and will serve as a 
publishers’ representative. 


Frank E. Schutze 


Leavitt Tells 
of Hard Life 
of House Organ 


Mystic, Conn., Sept. 24—Robert 
K. Leavitt, who recently left the G. 
Lynn Sumner Co., New York, has 
come to this secluded spot from 
Scarsdale, N. Y., to think it over. 
While doing so, he has started pub- 
lication of “Voyages and Adven- 


tures,” a multigraphed house organ | 
to succeed “Voyages and Discover- | 


ies,’ which he formerly edited for 


the agency. 

“V. & D.,” said Mr. Leavitt in his 
new paper, “used to bring many | 
friendly letters from readers who | 
liked the things it said and the way 
they were put. That, we thought, 
was good business for the agency, 
but our partners could not see it 
that way. 

“At the end of a year, no advertis- 
ers having rushed in with demands 
for our agency to handle their ac- 
counts, they suggested we discon- 
tinue that series of letters.” 

This was only one of the reasons 
why he left, Mr. Leavitt explained, 
while remarking that the G. Lynn 
Sumner Company is a fine agency. 


down several offers in favor of a va- 
cation and “a more leisurely perspec- 
tive on things in general.” 


To Sketch Bennett | 


Whitman Bennett will give a brief 
biography of James Gordon Bennett, 
former publisher of the New York | 
Herald and “the father of modern | 
journalism,” over the Columbia net- 
work Oct. 1. The program is spon- 
sored by Mrs. Ida Bailey Allen, pub- 
lisher of Allen’s cook books. 


Get Show Account | 


Cutajar & Provost, New York, 
will handle the advertising of the 
National Business Show, which will 
hold its 28th annual exhibit at the 
Grand Central Palace, New York, 
Oct. 19-26. Publicity will be handled 
by Bruno-Blythe & Associates. 


Murphy Is Home 


The depression has lowered adver- 
tising standards in Europe, Charles 
A. Murphy, president of the Adver- 
tising Club of New York, said on 
his return from a European trip. 
He was accompanied by Mrs. 
Murphy. 


Campaign for Pencils 


The advertising of the Monagay 
Corp., Long Island City, N. Y., Cay 
golf pencils, has been placed with 
Anderson, Davis & Hyde, New York, 
with Harvey Smith as account exec- 
utive. Golfing magazines are being 
used. 


New Field for Meyer 


Paul Meyer, formerly publisher of 
the Theatre Magazine, has formed 
Paul Meyer & Associates, to repre- 
sent New York Labor News, which 
will become a weekly in October. 


Heads Press Club 


Neil Hitt, of the San Francisco 
Examiner, has been elected president 
of the San Francisco Press Club, 
succeeding Joseph L. Cauthorn, pub- 
lisher of the San Francisco News. 


LETTER SHOPS 
STRESS ETHICS 


St. Louis, Mo., Sept. 24—Pointing 
out that rigid standards are as desir- 
able in letter servicing companies as 
among doctors or lawyers, the Mail 
Advertising Service Association of 
St. Louis is concluding a direct mail 
campaign to users which has at- 
tracted national attention. 

The campaign consisted of a 
monthly letter to 1,000 clients for 
16 months. A different committee 
of three, appointed by the educa- 
tional committee, produces each let- 
ter. This letter committee may re- 
tain any outside assistance it needs. 

The proposed letter is presented 
to the board of directors, which ac- 
cepts its substance and confines 
changes to construction. This plan 
insures a continuous stream of fresh 
ideas. 

The mailing list was made up of 
the 1,000 largest buyers of direct 
mail in St. Louis. 

A typical letter in the series said: 


Draw Analogy 


“You like to know that your phy- 
sician is a member of the Medical 


Society and that your lawyer is a 
member of the Bar Association. 

“Membership in the organization 
devoted to one’s trade or profession 
is a sort of guarantee. 

“Such acceptance of a business or 
professional man or woman by the 
professional or trade body in his or 
her field of endeavor is a reasonable 
assurance of integrity and ability. 

“What the Bar Association is to 
the lawyers and the Medical Society 
is to the physicians the Mail Adver- 
tising Service Association of St. 
Louis (affiliated with the M. A. S. A. 
International) is to the creators and 
producers of direct mail advertis- 
ing.” 

The idea of the campaign is cred- 
ited to F. E. Schutze, of the Rex 
Letter Service Co., a former presi- 
dent of the association. Mr. Schutze 
maintained that buyers ought to be 
told something about the business 
and he carried out this idea by oper- 
ating a division of his shop as an 
exhibit at the recent Mississippi 
Valley Exposition of Progress. 


Leaves U. S. Rubber 


William F. Earls has resigned as 
advertising director of the United 
Rubber Company, a position he held 
five years. The commercial research 
and advertising departments were 
recently merged with Walter Emery 
in charge. 


Advertisers Tie Up 


with Bridge Contest 
Judge’s third annual Lenz bridge 
contest starting Sept. 26 will be 
sponsored by General Electric mazda 
lamps. ; 
G-E will provide many prizes, 
while other advertisers are co- 
operating. 


Start Poster Drive 

The Hecker H-O Company started 
an outdoor campaign this week in 
New York, New Jersey, Pennsyl- 
vania, Maryland, Delaware, Idaho 
and Utah. Art designs are by Paul 
Martin, Ann Brockman, Bunty 
Whitten and Linn Ball. 


Lynde with Agency 
Hunter Lynde, formerly with the 
Jacksonville (Fla.) Journal, has be- 
come vice-president and copy direc- 
tor of the Associated Advertising 
Agency, Jacksonville. 


To Make New Car 


George M. Graham, former vice- 
president of the Willys-Overland 
Co., Toledo, is vice-president of a 
new Toledo company which plans to 
produce 100,000 cars in 1932. 


Dunbar to Move 


The Charles E. Dunbar Associates, 
business research and marketing 
counselors, will move shortly from 
299 Broadway to 22 E. 40th Street. 


ARTHUR BRISBANE Says: 


“In Chicago is published the most successful Catholic 
Monthly published anywhere in the world. It is the 
Extension Magazine... 

“Every copy of Extension circulation represents a 
prosperous American family, and each family looks 
upon the Extension Magazine as a publication worthy 
not only of respect but of veneration . . . Extension 
Magazine is an expensive, highly artistic publication, 


such as the prosperous class would subscribe for 
annually ... 

“Every advertiser knows the added value of any 
publication which can truly say, ‘I have the confi- 
dence, affection and respect of my readers’. . . The 
children know it from their first day of reading, and 
earlier. The old people look for it eagerly. It is believed 
by every person who reads it .. .”’ 


We Thank You, Mr. Brisbane! 


104. Advertisers Have 
ey may Ae et Complimented Extension 


Even More Highly! 


HERE are few men whose opinion 

carries more weight or is more wor- 

thy of respect, than Arthur Brisbane. 
We feel highly complimented to receive 
such words from him. 

Yet, in the last nine months, more than 
104 other sources have paid Extension 
Magazine a similar compliment. In many 
ways, it is even a higher compliment, be- 
cause these men are manufacturers who 
have shown their confidence in Extension 
Magazine as a producer of business for 
themselves. Their confidence is the reason 
why, during the first nine months of 1931, 
Extension Magazine did what no other 
publication has ever done. In this year of 
so-called depression, Extension Magazine 
has increased its lineage by more than 
100% over the corresponding period of 
1930.* 


Advertisers say that this confidence is 
not misplaced. Today Extension Magazine 
has a new merchandising plan which gives 
Extension advertisers a unique advantage 


in the rich double-barreled market of Cath- 
olic buyers. Not only the enormous mass 
of Extension readers—whose average in- 
come, we might point out, is over $4,100 
a year—but the billion-and-a-quarter dol- 
lar annual spendings of the gigantic Cath- 
olic institutional field form a rich market 
for these users of Extension space and Ex- 
tension’s unique power to reach its readers 
directly. 

Why not find out what Extension Maga- 
zine can do for your business? Let us tell 
you what your share of this rich Catholic 
market is. Let us tell you why, recently, 
a big advertiser, though he cancelled the 
rest of his entire magazine schedule, re- 
tained Extension Magazine as his only 
publication expenditure. Let us tell you 
how another advertiser added 600 new 
accounts in a few months through Exten- 
sion. Simply pencil your name, firm and 
address on the coupon below. We'll be 
happy to supply you with the facts you 
want and need. 


*See Printers’ Ink Statement %?tsm>« 


Hugh J. Blakely, Advertising Director, 
Extension Magazine, 360 N. Michigan Ave., 
Dept. L-10, Chicago, Illinois. 


ee a a kas Comb te 


360 No. Michigan Ave. 


Extension 
Manazine 


The National Catholic Monthly 


Dept. L-10 


1 

i 

Please send me a copy of your booklet “A Lift to ] 

Market, with complete information concerning Ex- 1 
tension Magazine and its position in the Catholic 

market. l 

Name 1 
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ADVERTISING AGE 


September 26, 1931 


“ROTTEN SHOW,” 
OPINES WOODS 


Buffalo, N. Y., Sept. 22—In an ad- 


dress to the Greater Buffalo Adver- 
tising Club, William Seaver Woods, 
editor of The Literary Digest for 25 
years, member of the staff for 34 
years, and author of “Ten Colossal 
Blunders of the World War,” turned 
dramatic critic, reviewed the current 
world drama, analyzed it nation by 
nation, and found the whole show 
pretty poor stuff and not worth the 
price it is getting. 

“Germany is amply able to pay 
reparations,” Mr. Woods asserted. 
“Why? The Young Plan was drawn 
up with the co-operation of German 
financiers, statesmen and economists 
and was later ratified by the Reichs- 
tag. 

“Germany is still suffering from 
an overdose of patent medicine 
called Der Tag. 

“There are two kinds of insanity: 
illusions of grandeur, the medical 
term for swelled head, and fear of 
persecution, as represented by 
France. With a population via alli- 
ances of 160 million, she still fears 
Germany. 

“For 11 years, from 1914 to 1925, 
Great Britain dropped the gold stand- 
ard and the pound sterling dropped 
to $3.20. In the present crisis, it has 
fallen only to $4.20. 

“I believe the enemy line of de- 
pression is breaking. Our own cir- 
culation is greater than during the 
boom, but we didn’t get it by sitting 
around.” 


C. Roy Newton Dead 


C. Roy Newton, director of the 
Peoria (Ill.) Star, died Sept. 19 
after a brief illness. 


WHEN WOOD ENGRAVINGS WERE YOUNG 


A Kelmscott Chaucer is included in the Exhibition of Illustrated Books on view at 
the Lakeside Press Galleries, Chicago. Besides 87 illustrations designed by Sir Edward 
Burne-Jones and engraved by W. H. Hooper, the Chaucer contains a woodcut title, 14 
large borders, 18 frames around the illustrations and 26 initial words designed by William 


Morris. 


Will Date Carnations 


The New England Carnation 
Growers Association has engaged 
the Tuthill Advertising Agency, New 
York, to prepare a co-operative ad- 
vertising campaign featuring lots of 
25 with the date of cutting attached. 
Trade papers will be used at present 
with consumer advertising the goal. 


ALL RIGHT, 


YOU WRITE 


AN ADVERTISEMENT 


There’s big money in advertising|! 


This is no loser’s contest—every 
participant gets something worth while 


ADVERTISING is a difficult but profit- 
able profession. So if you’re looking 
for an easy way to make more 
money, don’t enter this contest! 

Writing is just one important part 
of advertising. There are many suc- 
cessful men in the advertising business 
who never wrote an advertisement. 
But they know what constitutes an 
effective advertisement and how it 
can be used advantageously in mer- 
chandising a product. The man who 
can write advertising, though, has an 
asset of inestimable value. 

Would you like to become an ad- 
vertising man? Would you like to 
know if you possess the necessary 
qualifications? Then here’s your 
chance! Accept it right now—today! 

For years you have 
read about the Interna- 
tional Correspondence 
Schools at Scranton. 
Now, write an adver- 
tisement about this insti- 
tution as it appeals to 
you! Or write an ad- 
vertisement for these 
Schools which you think 
would appeal to you. 


(Sicnep) Name 


INTERNATIONAL CORRESPONDENCE SCHOOLS, Box 3548, Scranton, Pa. 


Gentlemen: All right, I have written an advertisement and it is attached 
for consideration in your Advertising Contest. It is understood you will 
acknowledge receipt of my advertisement by mailing me complete infor- 
mation about your Advertising Course — free. 


Utilize your own ideas, follow your 
own individual style. Not how orig- 
inal, but how effective—this will be 
the standard of judgment. 

To the person submitting the ad- 
vertisement which we consider most 
effective we will present—absolutely 
free—a complete I. C. §. Advertising 
Course. If you would like to know 
more about what this course offers, 
write for details today. It is the most 
complete advertising course in the 
world, prepared by outstanding ad- 
vertising authorities. 

Every other person who submits an 
advertisement will receive a frank 
and unbiased analysis of his effort, 
and a sincere suggestion as to his pos- 
sibilities in this fascinating but exact- 
ing profession. This of- 
fer is positively limited 
to participants in this 
contest, which closes De- 
cember 31, 1931. 

There are no losers! 
Preparation of an adver- 
tisement may mean suc- 
cess and fortune for you 
in advertising! Write an 
advertisement today! 


Address 


Occupation 


Age. 


GELATINE AND 
PRUNES SHARE 
SPACE, COSTS 


New York, Sept. 24—The Charles 


B. Knox Gelatine Company has 
| launched a campaign in which other 
food products which can be used 
with Knox Gelatine will receive 
equal mention and will pay half of 
the cost of the space. 


The first advertisement in the 
series was run in co-operation with 
the California Prune & Apricot 
Growers’ Sunsweet brand. Other 
products which will share space with 
Knox in the future are Dole 
Hawaiian Pineapple, Comet Rice 
and Sealdsweet grapefruit, all of 
which can be used in combination 
with gelatine. 


The initial copy, prepared by the 
Federal Advertising Agency, showed 
illustrations of both products and 
exploited the goodness of both im- 
partially. The text said in part: 


“Something new to make with 
‘Sunsweet’ California Prunes! Some- 
thing new to make with Knox Gela- 
tine—something that will help make 
your family happy and help to keep 
your family healthy. 

“This Prune-Gelatine dessert that 
looks so good really is good—and it’s 
so easy to make! 

“Because Knox Sparkling Gelatine 
is real gelatine, unmixed with flavor- 
ing, coloring or sweetening, it com- 
bines perfectly with ‘Sunsweet’ Cali- 
fornia Prunes, the finest prunes Cali- 
fornia produces—and the dessert you 
make will have that real Prune col- 
oring which tempts the appetite— 
that real Prune flavor which delights 
the taste. 

“Remember this is only one of 
many ways to use ‘Sunsweet’ Cali- 
fornia Prunes and one of many ways 
to use Knox Gelatine. There are 
hundreds of ways to use them both 
—together or separately. Write for 
the two valuable booklets listed be- 
low. In the meantime your grocer 
can supply you with ‘Sunsweet’ 
California Prunes and Knox Gela- 
tine—and this recipe will tell you 
how to put them both together for 
a happy ending to tomorrow’s din- 
ner. Just try it, and be sure to 
send the coupon today!” 

The coupon asks for two booklets 
—one from each advertiser. It is ad- 
dressed to the Knox Company, which 
passes the names along to _ its 
partner. 


Tenet Size 


.|fessor of Advertising, 


of Coffee Wins 
Big Following 


St. Louis, Mo., Sept. 24—Consid- 
erable head-scratching is now taking 
place among executives of the Nor- 
wine Coffee Company, O. D. Nor- 
wine, vice-president in charge of ad- 
vertising and sales, told the Indus- 
trial Club of the Chamber of Com- 
merce. 

The reason is that the company 
put out a “picnic” size of its Dining 
Car coffee to retail at ten cents, 
largely to stimulate sales of the reg- 
ular one-pound package. But the ten- 
cent size is now providing a larger 
profit than the regular line. 

“This package has gone _ into 
homes which never bought our cof- 
fee before,” said Mr. Norwine. “Deal- 
ers like the small size and give it 
better display than they accord large 
packages. 

“This has resulted in increased 
summer sales when we expected a 
reduction of one-third.” 

The Picnic Package, which the 
company expected to be used on out- 
ings, was accompanied by a premium 
in the form of a marble. About 
800,000 marbles were distributed in 
this way to the delight of marble 
addicts. 

Mr. Norwine said this offer some- 
times caused Johnny to fail to de- 
liver the coffee for which he had 
been sent to the grocery. 

The company has also gone into 
the percolator business, not for the 
profit, but because it wants its coffee 
to have a fair chance. 


Young to Conduct 
Advertising Course 


The University of Chicago will 
give an advanced course in adver- 
tising, with James W. Young, Pro- 
in charge. 
The scene will be the downtown col- 
lege at 18 S. Michigan avenue every 
Monday night at 7 p. m., beginning 
Oct. 5. 

The course is limited to students 
with at least three years’ experience 
in buying, selling or preparing ad- 
vertising. It is designed to “increase 
the student’s grasp of the deeper 
principles underlying advertising as 
a business and an art, in its relation 
to human nature and the economic 
order.” 


Hunter Offers Course 


Hunter College of the City of New 
York will give a new evening course 
in practical advertising beginning 
this week and _ continuing 
Thursday thereafter. David S. 
Mosesson is instructor. 


SOMETHING FOR 
EVERYBODY AT 
BUFFALO MEET 


Buffalo, N. Y., Sept. 24.—The 
Greater Buffalo Advertising Club is 
sponsoring the 14th annual confer- 
ence and advertising business show 
of the Direct Mail Advertising Asso- 
ciation, to be held here Oct. 7-9. 
Special trains are expected from 
several cities. The program: 

October 7, morning: House-organ 
departmental: “A Penny for Your 
Thoughts—the Postal Card House 
Magazine,” Ernest Dudley Chase, 
vice-president, Rust Craft, Publish- 
ers, Inc.; “Where and How to Obtain 
Good Photographs for House Publi- 
cations,” William E. Barr, Eastman 
Kodak Co.; “How and Why We 
Issue an Employee Publication,” 
Dwight Spofford, Duriron Co. 

Retail advertising departmental: 
“Direct Mail’s Place in Retail Adver- 
tising,” I. A. Hirschman, Lord & 
Taylor; “Selecting the Right Mailing 
Piece to Get Full Benefit from Cus- 
tomer Control,” Mrs. Mary Jane 
Witt, Harzfeld’s, Kansas City, Mo., 
and “Retail Advertising Problems 
and Direct Mail,’”’ Lester Brozman. 


Industrial advertising depart- 
mental: “Making the 1931-1932 In- 
dustrial Direct Mail Dollar Do 


Double Duty,” Edwin J. Heimer, 
Edwin J. Heimer Co., Chicago, and 
“Direct Mail Economies,” Ellsworth 
Geist, S. D. Warren Co. 


Discuss Letters 


Afternoon: Better letters depart- 
mental: “Sitting in with the Read- 
er,” James H. Picken, Northwestern 
University; “Some Slice, Some Hook, 
But the Good Letter Writer Shoots 
Straight,” L. E. Frailey, Ralston- 
Purina Co., and “After the Inquiry, 
What?” -A. R. MacFarland, United 
Autographic Register Co. 

October 8, morning general ses- 
sion: “Selling Sunshine and Busi- 
ness,” Billy B. Van, Pine Tree 
Products Corp.; “Logic, Not Magic, 
the Key to Successful Direct Mail 
Selling,” John A. Smith, Jr., Frank 
E. Davis Fish Co.; “Slaying the 
Business Ghost,” Ralph Hitz, Hotel 
New Yorker; and “Seeing Ideas 
Through Is the Big Idea,” Harold J. 
Potter, Welch Grape Juice Co. 

Afternoon general session: “Sell- 
ing a Service by Direct Mail,” Paul 
T. Babson, United Business Service, 
Boston, and “Planning, Preparing 
and Merchandising a Dealer Help 
Campaign,” Vance C. Woodcox, Kel- 
vinator Corp. 

October 9, morning general ses- 
sion: Three speakers will discuss 
some of the entries in the direct mail 
exhibit. They will be H. V. Mercier, 
American Rolling Mill Co.; C. S. 
Watson, Goodyear Tire & Rubber 
Co., of Canada, Ltd., and A. Scriv- 
ener, Ritter Dental Mfg. Co. 

Afternoon: E. L. Wight, United 
States Envelope Co., and another 
speaker, to be selected, will explain 
their two exhibits. 


Arbitrate Patents 


Litigation between the Radio Cor- 
poration of America and indepen- 
dent tube manufacturers was set- 
tled this week by arbitration. The 
suit of the Grigsby-Grunow Co., Chi- 
cago, was not included. 


Appoint Thomas 
Edward F. Thomas & Co., New 
York, have been appointed to handle 
the advertising of M. Pasquier, Inc., 
cosmetics. 


Open New York Office 

Brown & Hart, Philadelphia, spe- 
cialists in spot broadcasting, have 
opened a new office in New York at 
500 Fifth Avenue. 


Kastor Gets Owen 
Dorsey Owens has joined the New 
York office of H. W. Kastor & Sons 
Co., Inc., as director of the radio 
epartment. 


each | 


Tucker Golf Champ 
| Jack Tucker won the individual 
| golf championship of the Rochester 
‘Ad Club by defeating Ollie Barber. 
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HOTEL WORLD-REVIEW 


Interest 
at tts Peak 


The spirit of the annual National Hotel Ex- 
position creates an audience naturally receptive 
to new products, new ideas, new sales stories. 
Year after year the nation’s greatest industries 
take pains to plant their influence here, where 
they can take advantage of a stimulated inter- 
est and decided swerve toward buying. 


Of even greater promise is the 16th Annual 
Exposition. It comes on the wings of a new 
era of readjustment. Today’s theme has be- 
come remodeling, redecorating, refurnishing. 
According to the most authoritative sources, 
$118,800,000 is being spent this year on these 
activities, a decided increase. 


For fifteen years the GUIDE TO EXHIBITS 
has been considered the text book of the 
National Hotel Exposition. It is the most power- 
ful influence in the week’s proceedings. 


It is published as a supplement to the 
HOTEL WORLD-REVIEW, Eastern Edition, 
5,500 A.B.C. circulation. An additional guar- 
anteed circulation of 2,500 reaches every regis- 
trant at the convention. Each hotel man re- 
ceives his copy at the registration desk. 


The GUIDE TO EXHIBITS is essential to 
the advertising plans of every manufacturer 
who wishes to increase sales in taking advan- 
tage of the present definite buying movement 
among hotels. 


Closing date is October 2Ist. 


HOTEL WORLD-REVIEW 


40 East 49th Street, New York, N. Y. 


Hoteldom’s 
eye is on it 


The most distinctive hotel achievement in 
the world’s history! The eyes of every hotel 


man have been on it from its conception to its 
opening. 


The name Waldorf-Astoria became a syno- 
nym of hospitality at its finest, the world 
around. 


The new Waldorf-Astoria is designed io fur- 
ther the tradition by means of every method 
and device known to modern hotel operating. 
Its development will be eagerly watched by 
everyone whose interest is in hotel business. 


The story of the new Waldorf will be carried 
to hotel men of the nation by the December 
issue of HOTEL WORLD-REVIEW, the feature 
issue of the year. It is the only hotel publica- 
tion commissioned by the Waldorf manage- 
ment to carry the official detailed account of 
this outstanding hotel project. 


Those who cannot visit the Waldorf-Astoria 
personally will study this issue as a Bulletin of 
Progress. Those who do, will keep it as a sup- 
plement to their own observations. 


Manufacturers who have participated in the 
building of the new Waldorf have this chance 
of permanently identifying themselves with it 
through publication advertising. The effect of 
such advertising on the hotel market can not 
be overemphasized. 


Forms close December Ist. 


HOTEL WORLD-REVIEW 


Ahrens Publishing Company, Inc. 


333 N. Michigan Avenue, Chicago, Ill. 


Southern and Pacific Coast Representatives, Blanchard-Nichols-Coleman, Atlanta, Los Angeles, Seattle, San Francisco 
ALSO PUBLISHERS OF HOTEL MANAGEMENT — RESTAURANT MANAGEMENT — 


INSTITUTIONAL JOBBER — GEHRING TRAVEL GUIDE 
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“Review of Reviews” 


Transfers Hohmann 

Arthur C. Hohmann, formerly of 
the Chicago Office of the Review of 
Reviews Corp., New York, has been 
appointed estern representative 
oF the Review of Reviews and The 
Golden Book in Ohio and Michigan. 


Occupy New Plant 
Brogle & Co., specialists in the 
roduction of advertising material, 

cave occupied their new plant at 52 
East 19th Street, New York. 


Heads Committee 
Rob Roy Macleod, public relations 
manager of the Buffalo, Niagara & 
Eastern Power Corp., has been ap- 
pointed head of the Round Table 
committee of the Greater Buffalo 
Advertising Club. 


John Weld Is Dead 


John Weld, 78, former president 
of the Canadian National Newspap- 
ers and Periodicals Association, died 
at London, Ont., where he was gen- 
eral manager of Farmers’ Advocate. 


and campaigns. 


As 


Want to sell 
the Golf Market? 


when golf clubs are planning their 1932 
buying budgets, it’s high time you were 
planning your 1932 selling channels 


Golfdom how its *current survey 
of Golf Course Equipment and 
_ Supply Dealers can help you. 


THE BUSINESS JOURNAL OF GOLF 


205 W. Wacker Drive, Chicago 
20 Vesey St., 


*Dealer Survey information will be ready October 1st. 


Now. 


New York City 


For Dependable 
Photostat Service 


-« RUSSO W<. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975-6-7 


+ A bp te tp bn bn bb bp ln le 
SOoooooouvrre 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


PULLMAN SELLS 
CONVENIENCES 


(Continued from Page 1) 


reception accorded the innovation 
has been good. 
Displays Its Wares 

In its fight to persuade the travel- 
ing public that the Pullman is the 
logical vehicle, the company has 
opened a display room on the ground 
floor of its headquarters building on 
Michigan avenue, Chicago. Here 
travelers may inspect some of the 
company’s new offerings, such as the 
private section, a standard upper 
and lower, with the seats made nar- 
rower to create a private aisle. Cur- 
tains may be drawn night or day to 
insure privacy. 

The enclosed section resembles 
the private section, except that it oc- 
cupies less space, the private toilet 
being omitted. Other new space ar- 
rangements also are available. 

One Pullman porter was in at- 
tendance at the Michigan avenue 
display room when it was opened. 
Now there are three, who display 
the company’s various wares to more 
than 1,000 persons daily, | 


—— | 
Bank Gets City | 
to Distribute 
Its Direct Mail 


Boston, Mass., Sept. 24—Enclosure | 
of a colored pamphlet from the Blue 
Hill Bank & Trust Co., Milton, 
Mass., advertising the bank’s tax 
club, with the tax bills, caused a 
stir in that town. The ease with 


MULTIGRAPHING, MAILING 


Subscribe for Your Own Copy 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising... . 


$1 a Year. 


USE THE 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 


posted on the 


.. 52 Issues 
COUPON 


which real estate taxes could be paid 
by joining the bank’s tax club was 
emphasized. 

Protests were registered by Judge 
Kenneth D. Johnson, former chair- 
man of the board of selectmen, and 
George Murray, present member of 
the board and a former assessor. 

G. Frank Kemp, the tax collector, 
said enclosing the advertisement 
with the tax bill was his personal 
idea, and he feels it will aid the 
town in collecting its future taxes. 

The advertising consists of a 
folded four-page pamphlet on the 
front cover of which is a picture of 
an attractive home, set off by some 
verses from “Home Sweet Home.” 
Under the picture of the home is 
printed in red ink “Join our tax 
club.” 


Harold Bredlow Joins | 
Battle Creek Daily 


Harold H. Bredlow has become 
advertising director of the Battle 
Creek (Mich.) Enquirer and News, 
coming from the Chicago Tribune, 
where he was manager of the sydi- 
cate advertising service. 

He was formerly manager of the 
Nellis chain of newspapers in Mich- 
igan. 


O. K. Poster Copy 


A resolution endorsing the outdoor 
advertising industry and particu- 
larly the Outdoor Advertising Asso- 
ciation of America, Inc., was adopted 
by the New Jersey Department of 
the American Legion at its conven- 
tion in Atlantic City. 


Hold Art Exhibit 


The Commercial Artists Associa- 
tion of Kansas City held its first 
exhibit this week. The association 
has also started “Rough Sketch,” a 
quarterly. Dan Jacobson is president 
of the 15 months’ old organization. 


Place Home Account 
The Gordon-Van Tine Co., Daven- 
port, Ia., has appointed the L. W. 
Ramsey Company, Davenport, to ad- 
vertise its building materials, plan- 
cut homes and farm buildings. 


Griswold on Own 
Arthur R. Griswold has resigned 
as vice-president of McCann-Erick- 
son, Inc., New York, and opened his 
own offices at 230 Park Avenue. 


He Can Spell 


William E. Bryan, radio advertis- 
ing expert, won the spelling bee of 


AWAY FROM IT ALL | 


Chester Foust, head of the Chi- 
cago office of Erwin, Wasey & Co., 
skippering his schooner, the Pica- 
roon, into the port of Chicago at 
the conclusion of a 30-day vacation 
cruise. P. R. Mayhew of his organ- 


Dailies Like 
News of Radio; 
Ban Listings 


New York, Sept. 25.—To de- 
termine how many papers publish 
radio news a survey was made by 
one of the network systems, the 
figures showing that 500 out of 600 
papers in cities exceeding 20,000 use 
such news, 

Only 80 papers in the list publish 
commercial listings regularly in 
their radio columns, these 80 rep- 
resenting but 6 per cent of the total 
circulation of the 600 papers studied. 
It was also shown that about 200 of 
the papers depend on the Associated 
Press for their radio news. 

The National Broadcasting Com- 
pany was shown to hold a slight 
advantage over the Columbia Broad- 
casting System in radio news pub- 
lished, though the latter was ahead 


ization, and Rudy Sampson, of the 
Roche Advertising Company, were 
the crew. 


Advertising 


A charge of 40 cents a line i 
made for advertising in this depart 
ment, the minimum charge being $2 


HELP WANTED 


Creative Service Salesman avail-| 


able—Has clientele and sales con- 
tacts established for sales promotion 
and business training services. Ex- 
cellent contact and new business 
man, good producer or sales man- 
ager with twelve years’ experience. 
Now in business for himself—desires 
permanent connection with progres- 
sive, financially sound organization. 
Age 37, married, Christian, college 


education—moderate salary require- | 


ments. Box 107, care ADVERTISING 
AGE, Graybar Bldg., New York City. 


SERVICES 

Sales letters drafted to fit your 
specific sales problems by a man of 
17 years national experience in 
analyzing merchandising opportuni- 
ties—with a knowledge of how to 


the Denver Advertising Club. 


secure the cooperation of dealers 


|and salesmen. Carter Holland, 1717 


Park Avenue, Indianapolis, Ind. 


Barton Leads Way 
in Western Tourney 


J. W. Barton, of the O’Cedar 
Corp., Chicago, won low gross for 
27 holes with 114 in the September 
tournament of the Western Adver- 
tising Golfers Association at the 
Park Ridge Country Club. Mr. Bar- 
ton also won low net with 114 minus 
10-104, but having won low gross 
was disqualified and low net went 
to F. E. Crawford, Jr., of the New 
York Sun, who was tied at 106 with 
W. O. Coleman, of the American 
Flyer Mfg. Co. Mr. Crawford won 
in matching. 

Flight winners: Mr. Coleman, H. 
E. Peace, Herbert Mayorga, C. M. 
Freeman, J. W. Cullen, Earl Pritch- 
ard, Don Smith, H. E. Cole, and 
Clare Graham. 

Runners-up: George Hartman, W. 
D. Washburn, Don Heinly, Fred 
Daner, Ted Dowst, C. M. Sloan, 
Dutch Bannister, W. B. Conant and 
Don Sperry. 


Run Peach Copy 


Connecticut peach growers are 
using newspaper copy in that state 
with the slogan, “The nearer the 
orchard, the sweeter the fruit.’”’ The 
advantages of tree-ripening are 
stressed. 


Clark Starts Agency 


After five years with the Roche 
Advertising Co., Chicago, Edward T. 
Clark has established his own agency 
at 1002 Walnut St., Kansas City. 
Avis Waddell and Ray M. Stokes are 
associates. 


in the use of photographs. 


Stanford men spend 
$546,784 for clothes 


T STANFORD UNIVERSITY, 3,000 men 
spend more than half a million dollars a 
year for clothes. Five hundred women 

| spend $447,201 a year for clothes. One thousand 

seven hundred of these students own $5,477,400 
in securities. The 3,500 students travel twent 
million automobile miles—nearly half a million 
miles by plane—eight and one-half million 
| miles by railroad and steamship. Fifteen hun- 
| dred students own cars, and 1,030 were pur- 
| chased new; 20,330 gallons of gasoline a week 
keep them running. 


If you are interested in the sales possibilities 
in the college market, we can be of service. Ask 
| for The Collegiate Salesman for 1931-32, with 
| a list of all college publications and data on the 
student market. 


Write for the 1931. 
1932 Collegiate Sales- 
man, containing a 
complete list of col- 
lege publications. 


—y 


Collegiate Special Adv. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


-~ 


| 
| 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one color 

| and black in Daily or Sunday news sections 

- . » four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


2 LET'S NOT GUESS 
2 ANY LONGER - 
? LET'S FIND OUT! 


Theme finding, copy testing, media 
selection, test campaigns, performance 
reports — product and method surveys 
— trading areas — buying power in- 
dices — sales control —correlations — 
forecasts—sales analysis—plus the plans 
that make all these services practical. 


? 
? 


Booklet describing our methods of 
hendling these and other research 
services sent to advertisers or agencies 
on request. 


WALTER MANN & STAFF 
Graybar Building New York 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fled customers, it would remove doubt and get the 

s. not allow testimonial letters to He idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams 8t., Chicage 
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* A Sappy cartoon! 
ho drew it? 
$ID 
HIX 
29 QUINCY ST CHICAGO 
HARRISON 3200" 
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Joins Cornell 
A. S. Bennett, formerly with the | 
George L. Dyer Company, has joined 
the Paul Cornell Company, New 
York, as director of research. 


Adopt New Name 
Pottery, Glass, Lamps & House- 
furnishings Guide, New York, has 
a ga its name to the China-Glass 
Guide. 


To Leave Curtis 
Frank Blumer will leave the Cur- 
tis Publishing Company Oct. 1, join- 


ing the Griswold-Eshleman Co., 
Cleveland agency. 


Made Art Director 


John I. De Vries has joined the 
New York agency of Pedlar & Ryan, 
Inc., as art director. 


The 
BATTLE 
of 
QUALITY 
HILL 


GrarTED by A.N.A. 
resolution of April, 1931, urg- 
ing publishers to reduce rates 
and announcing intention of 
A.N.A. members ¢o examine 
more closely into the quality of 
circulation and the actual buy- 
ing power expressed therein 
rather than to seek quantity 
circulation. 


' V ON by Life with 


a reduction of rates to $5.94 
per page per thousand, A B 
C circulation, placing Life at 
the top of the list for class 
magazines. 

“Quality Hill” was taken 
by Life because the bulk of 
Life’s readers, attracted by 
the gay bravery of its edi- 
torial policy, are people who 
know the good things of life 
and are able to pay for them. 

Here’s quality in large 
quantity at an exceedingly 
low cost. 

NEW 


ADVERTISING RATES 
Old Rate New Rate 
$ 2.50 Per Agate Line. $ 1.60 
1,000.00 Full page,b & w 600.00 
1,650.00 2nd Cover ...... 1,000.00 
1,650.00 3rd Cover ...... 1,000.00 
2,350.00 4th Cover ...... 1,500.00 


Lif’e 
60 East 42nd Street 
New York 


MORE THAN A MILLION PEOPLE 
READ LIFE EACK. WEEK 


Womenin 
Advertising 


Nancy Naghten 


Chicago, Sept. 24.—If Nancy 
Naghten’s early ambition to be an 
artist hadn’t been thwarted, or if 
she had succeeded in mastering 
shorthand and spelling, this story 
couldn’t be told. 

She admits she didn’t embark on 
the advertising sea with dignity, but 


‘| was pushed in with scant ceremony. 


How well she has learned to swim 
in seven years may be judged from 
the fact that the current issue of 
Harper’s Bazar contains three page 
advertisements from her pen. Be- 


sides that, she has a page each in 


Good Housekeeping, House and Gar- 
den and Vanity Fair, and smaller 
advertisements in other national 
publications. 

Despite this and other evidences 
of her ability on the creative side 
of advertising, she insists she is not 
an advertising executive. “Execu- 
tives know arithmetic, and I don’t,” 
she explains. “And I don’t intend 
to learn. Figures terrify me more 
than deadlines.” 

Back in high school days when the 
easel was her only fascination, Miss 
Naghten, realizing that there would 
be letters to be w:itten to art juries 
and buyers, which, if eloquent, would 
better serve the cause of justice, de- 
cided to improve her facility for ex- 
pression. 

To test her skill with the pen, she 
sent some contributions to the “Line- 
O-Type,” famous column of the Chi- 
cago Tribune. Some circumvented 
Richard Henry Little’s waste basket 
and convinced Harold S. McGuire, 
president of the then McGuire Ad- 
vertising Co., Chicago, that here was 
advertising talent. 

He said as much when they met 
and offered to back his faith with a 
job. Miss Naghten agreed to try it, 
making it understood, though, that 
she would not forswear her allegi- 
ance to art. 

Still feeling an expatriate after 
nearly a year, she returned to art 
school. When she had to face the 
truth that Fame might not beckon 
from this path as quickly as she had 
expected, stenography occurred to 
her as a way to fill the interim. 

Her first position in this capacity 
took her to B. Kuppenheimer & Co., 
Chicago manufacturers of men’s 
clothing, where kindly Providence 
assigned her to the advertising de- 
partment, ruled at that time by F. 
N. Baskin, now president of a Chi- 
cago chain of men’s clothing stores. 

Mr. Baskin was very patient. For 
nearly two months he rewrote letters 
based on what he said, as nearly as 
Miss Naghten could remember it, 
and filled with examples of her 
peculiar conception of orthography. 
When he reached the breaking point, 
he didn’t mince words. 

“You’re a Hell of a stenographer,” 
he told her frankly, “but I think 
you’d make a good copy writer.” 

Mr. Baskin’s judgment proved 
sound, and there she stayed until 
the Chicago Herald and Examiner 
made her an offer to service adver- 
tisers in the woman’s field. She was 


Big Changes 
in 1932 Cars 
Are Predicted 


Chicago, Sept. 24—Radical im- 
provements will be incorporated in 
1932 automobile models in an effort 
to outmode old cars, C. C. Hanch, 
|general manager of the National 
| Association of Finance Companies, | 
| predicted. 
| Among the improvements which 
Mr. Hanch believes will tend to 
place the coming cars far in ad- 
vance of those made in past years 
are: 

1. Radical transmission changes, | 
going far beyond free wheeling and 
syncro-mesh, which may provide 
automatic gear shifting and per- 
haps the entire elimination of the 
shift lever and clutch pedals. 

2. Body designs which lessen wind 
resistance. The recent Schneider 
Cup Races in England have shown 
the possibilities of the stream line 
type of body in eliminating wind 
resistance. 

3. The increased use of non-shat- 
ter glass in all windows. Laws re- 
quiring non-shatter glass are being 
considered in several states to re- 
duce automobile injuries. 

4. Vibrationless mounting for mo- 
tors, improved vibration dampness 
and better spring suspension, all 
making for greater riding comfort. 


with the Hearst paper for nearly 
two years. During this time M. V. 
Wieland was national advertising 
manager and John A. Dickson was 
publisher. Both are now in the firm 
which employs her. 

By now Miss Naghten was taking 
advertising seriously, and when 
older heads advised her to secure 
department store training, she went 
after a berth in that field with such 
determination that Mandel Bros. 
couldn’t say no. 

All went well until she lengthened 
a European vacation to several times 
the leave of absence agreed upon. 
This, argued the management on her 
return, was not what was expected, 
and, no, she couldn’t have her job 
back. Three months later, the firm 
reconsidered and sent for her, but 
the memory of the lockout still 
rankles. 

Mitchell, Faust, Dickson & Wie- 
land took her from Mandel Bros. 
three years ago. There she services 
several national accounts and scruti- 
nizes all women’s copy for the errors 
mere men are likely to make. 

Her success hasn’t suggested to 
her that she write a text book for 
men who compose copy on feminine 
products, for, she says, “it can’t be 
done by rule; it must be done intui- 
tively.” 

For those who admire constancy, 
it may be told that Miss Naghten 
still keeps a drawing board at her 
elbow and attends art classes spas- 
modically. 


Develop New Product 


from Frozen Fruit 

A new type of frozen fruit prod- 
uct has been developed by the United 
States Department of Agriculture, 
according to Dr. F. C. Blanck, in 
charge of the food research division 
of the Bureau of Chemistry and 
Soils. 

Experiments at the Bureau’s 
laboratory of fruit and vegetable 
chemistry in Los Angeles, Calif., 
said Dr. Blanck, have _ included 
peaches, apricots, plums, cherries, 
pears, raspberries, and strawberries. 

“By pulping the pitted fruit, add- 
ing a sugar sirup of proper concen- 
tration, mixing it thoroughly, and 
then freezing it at very low tem- 
peratures, department chemists 
have developed a frozen fruit prod- 
uct with a remarkably smooth tex- 
ture and with the retention of the 
original flavor which makes it suit- 
able and acceptable for direct con- 
sumption,” he said. 


Bowers in East 
A New York office has been 
opened in the Chrysler building by 
the Thomas M. Bowers Advertising 
Agency, Chicago. 


Agency for Paper 
E. T. Howard & Company, New 
York, have been appointed by 
Fraser Paper, Ltd. 


The 
ADVERTISING 


OPPORTUNITY 
in the World. 


For every business, certain forms of advertising 
are best — best, because they can produce for that 
particular business the greatest amount of income 
over and above advertising cost. 


There are two ways an advertiser can attempt to 
decide what kind of advertising is best for him. 
One way is to base the decision on a mixture of the- 
ory, personal opinion, imitation of some successful 
business in a totally different line, plus faith, hope 
and plenty of money. 


The other way is much simpler. It doesn’t sound 
so mysterious and important, but advertisers who 
use it seldom have to explain to stockholders why 
dividends were cut. It is this: select those mediums 
which are read most often and most eagerly by the 
people you actually sell to, and then advertise there 
to the limit of your ability. 


In this respect, the textile-apparel advertiser is 
most fortunate. He knows who buys his goods: the 
trade. He knows that the trade reads Fairchild’s 
Publications more often and more eagerly than any 
other publications — proved by a circulation of more 
than a million copies a month. 


He knows that he can not economically advertise 
his goods to the consumer like soups or soaps, for 
the success of their advertising depends upon edu- 
cating the public to unvarying sameness in the prod- 
uct, whereas his product, due to the element of 
STYLE, is never exactly the same two seasons in 
succession. 


Under these circumstances, the textile-apparel 
manufacturer enjoys what is certainly one of the 
greatest opportunities in the whole world of adver- 
tising. 

At relatively low cost he can do, within the trade, 
the same kind of an advertising job that manufac- 
turers in other fields spend large sums to accomplish. 
And he can rest assured that when he has convinced 
the trade that he is right, the trade will advertise 
his product to the public on a scale that even the 


large sums of these other advertisers could never 
equal. 


Thus the idea that is sold to the trade with inex- 
pensive advertising is stepped up by the retailer and 
re-sold to the consumer with an advertising expen- 
diture infinitely greater than the original modest in- 
vestment of the manufacturer. 


This advertising is selfish to the extent that we 
have advertising space for sale. 


It is unselfish in that the highest advertising effi- 
ciency at the lowest cost will inevitably mean better 
and surer dividends for the textile-apparel adver- 
tiser, better prices to the retailer and the public, and 
a healthier and saner condition throughout the 
whole industry. 


FAIRCHILD 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


\ 


\\ ‘ 
\\\ 
\ \ 


CIGARETTES MADE WHILE YOU WAIT 
The crowds apparently never tire of the Chesterfield cigarette exhibit recently estab- 
lished in Chicago. It will run through the World’s Fair in 1933. 


Pea “ey: oe rammarncme x . 


HOSTESSES STIMULATE AIR TRAVEL 


Meet Madeline Moon, one of the ten hostesses now 
employed by Eastern Air Transport to help passengers while 
away the hours between New York and Richmond. 

Miss Moon will repair a rip, hold a baby, or pour coffee, 
the last being her favorite pastime, according to the current 
advertising of the G. Washington Coffee Refining Co. 


STRUGGLE ALONG 
with an inferior or 


OLD FASHIONED 


SWEEPER “AUTHOR, AUTHOR” 
Het hes seen better deys Dan Steele, vice-president of 
THE NEW Wilson Bros., Chicago, and chair- 
H1-\0 man of the Men’s Apparel Adver- 
tising Group, made his debut as an 
B ISSELL author this week with “Snow Tren- 


ches,” a story of the A. E. F. on 
the Russian front during the war. 
A. C. McClurg & Co., Chicago, are 
the publishers. 


EASING THE FEMININE BURDEN 
The Bissell Carpet Sweeper Co., Grand Rapids, is pro- 
viding dealers with life-size window displays depicting the 
ease of modern housework compared with the drudgery of 
a decade or two ago. J. W. Scott is advertising and sales 
manager, and the agency is Lord & Thomas and Logan. 


WOMEN’S CHOICE 
Here is the new light of the Bussman Mfg. 


Co., St. Louis, the result of a survey among A CENTU RY 


10,000 women. 


The lamp may be bent in any direction ia OF DRISRE SS 
may be hung on a hook or nail; its greater =CLIiCc AGO= 


height throws a wider arc; and a deeper shade 
completely hides the bulb. It is produced STICKER FOR FAIR 

only in bronze and pastel green to harmonize Here is the official sticker for 
with either Colonial or modern furnishings. 


WALLS OF FLUTED GLASS 


Walls of skylight glass, set vertically in frames of dull 
black wrought iron feature the new offices of the Hazard 
Advertising Corp., New York, which says the result is 
the 1933 exposition in Chicago. practicality and livability. 
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